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Ten months ago Speed Queen super-charged 
the home laundry appliance field with a 


sensational new deluxe dryer 


1 with a stainless steel drum 


Sale to aate nave peen phenomenal 
Now Speed Queen has introduced another 
ne Cc € 

with the same exclusive stainless steel 


drum 

. but with a price tag that matches the 
many low-priced, mine-run, featureless dry- 
ers now in the field. 


Sounds unbelievable; but it’s true! 


It's the home laundry jackpot of the year! 


OCTOBER DATING PLAN ON DRYERS 
with price protection 
guarantee 





SPEED QUEEN 


‘raw-Ed 


PEED QUEEN 


Famed for Dependabidity 





''Perkier appliances''---that's the headline 
the ''Wall Street Journal'' used last month to 
describe the appliance business. We've read 
the same figures the ''Journal" used in its 
story and we've done a lot of additional check- 
ing---a good deal of which is reported else- 
where in this issue. The conclusion is in- 
escapable: things are really looking up for the 
appliance-radio-TV industry. 

More and more of the basic economic in- 
dicators are beginning to turn upward. Take 
a look at the Quick-Check table (page 9) and 
you'll see what we mean. . . Next, read 
through the regional trend reports (beginning 
on page 13) and you'll notice at once an under- 
lying air of optimism on the part of dealers 

. Then, check the tables on pages 20 and 22. 
The one reporting manufacturer shipments is 
beginning to show more and more ''plus" signs 
after being dominated by ''minus" signs. And 
the How's Business report on retail activity 
(page 22) shows a corresponding turn upward. 

Even against this generally bright back- 
ground there are individual segments of the 
market which stand out even more. The farm 
market is a good example; farm income this 
year will be up over 1957 by anywhere from 
five to tén percent (page 24). . . That statistic 
was translated into specific terms last month 
by ''Farm Journal'' marketing men who asked 
98 distributors in 35 markets how first quarter 
business had been. In all but the eastern areas 
distributors reported 1958 running ahead of 1957 
(for their markets as a whole, both rural and 
metropolitan). The magazine's experts con- 
tended that even in the East a ''city'' sales slump 
was being partially offset by a ''steady surge" in 
rural trade, lending backing to their claim that 
rural purchasing power was the ''current eco- 
nomic bright spot". 

But there were ''bright spots in the cities, 
too. In New York, A.M.I. Inc., reported it had 
sold 3000 of its new portable washers between 
April 14 and May 22. 

There was optimism, too, at the NEMA 
meeting in Ponte Vedra, Fla. (page 65) where 
major appliance executives met last month. 


SPOTLITE. ..@ quick look at what's going on 
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Realistic despite their optimism, the manu- 
facturers were told that competition in the form 

of gas is as much to blame for slumping business 
as are general economic conditions. ''We have 
lost ground in sales of three major appliances... 
and it is up to the electrical industry to reverse 
this trend, '' Philco's J. A. Schiavo warned the 
group. . And at the EEI convention in Boston, 
G-E's Ralph Cordiner told utility men that manu- 
facturers were calling for ''reinforcernents"' 

from utilities. Advertising alone, however, is 

not enough, Cordiner warned. In particular he 
asked combination utilities to see that customers 
get a "truly free and fair choice"' between the 

two fuels. . . The EEI convention gave its approval 
to the ambitious "all electric'' promotional cam- 
paign proposed at the group's Chicago sales con- 
ference earlier this year but specified that com- 
bination utilities will be represented on the steering 
committee. 

But perhaps the brightest news on the industry 
horizon was the appearance of some dramatic new 
products. As expected, most phonograph manu- 
facturers went all-out for stereo and players of 
this type dominated new products announced by 
RCA, Zenith, Admiral, Philco and Sylvania. 
Philco's new TV line with ''separate'"' chassis 
and picture tubes also aroused heavy comment 
(For details of all these lines see the New Pro- 
ducts section beginning on page 99). . . 

Also new, but still not yet in commercial 
production, are a pair of ''thermo-electric"' 
housewares to be shown by Westinghouse at 
the Housewares Show. These represent "'signi- 
ficant"' improvements on earlier electronic 
appliances which use the Peltier principle to 
cool and heat. The two prototypes by Westing- 
house are a bottle warmer for home use and a 
similar unit for auto use. The unit would keep 
a bottle of milk refrigerated until a given time, 
then reverse this and warm the liquid. . . 

All of which was heartening news for ap- 
pliance dealers who, though encouraged by 
recent developments, still reported a net 
profit for '57of only 1.6 percent (page 64). . 

For them the upturn was as overdue as it was 
welcome. 
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eOPPORTUNITY® 


*WESTINGHOUSE®* 


Just one example of the kind of opportunity 
offered by the new Westinghouse OAS Franchise 


WESTINGHOUSE BILL OF RIGHTS 


A new deal for appliance dealers guarantees 


to operate under a selective franchise. 


to reap the rewards of both your and Westinghouse’s merchandising efforts in 
your area . . . which will cover an adequate territory. 


to expect to be better off and more secure in each succeeding year. 


to expect your partnership with Westinghouse to be a long and mutually profitable 
association. 


to the full sharing of a new level of Opportunity, Assistance, Security. 


Representatives of the Westinghouse Distributing Organi- anxious to establish a more reliable business partnership, 
zation are presenting complete details to interested dealers contact the Westinghouse Distributor in your area while an 
If you’re ¢ager to improve your retail operation, if you're 


OAS Franchise for your market is still available. 










aA 





> 
Ml 


UVE setter SS 


*U 





JULY, 1958—ELECTRICAL MERCHANDISING 











, 


> 
7 


A BETTE 
“Corpo 


NG 











YS! ee — 
ee IBLE ae | 


E TRUE! 


- and here? P= 





F 
AY 
THAN 10 YE! 


























~*~ 


see Tweet ——o 
en ht use 
westTmanouse weeting ho 
1958 OLALERS HOW 


R 
ALE 
DE AME 

















DEALER NAME 











DEALER LISTINGS 


OPPORTUNITY DAYS PROMOTION 


Prices lower than in’48 give your customer a reason to buy now! 











Here’s the story Westinghouse and Westinghouse dealers are telling your customers in 
newspapers and on TV! Tell it, sell it. It has all the excitement of a sale . . . and lets you 
show a profit! Terrific! And timed for record summer volume. 


Your Westinghouse Distributor can give you all the details! 


"you CAN BE SURE...1F ITS \ Vestinghouse 


Westinghouse Electric Corporation, Consumer Products Division 
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ODDS-ON-FAVORITE 


With the extra capacity, and heavy duty durability formerly found only in expensive restaurant 
disposers...plus the 95% quieter Magic Sound Barrier...and up to 5 times faster Liquifying 
Action...the magnificent IMPERIAL HUSH is truly the class of the thoroughbreds — pace setter 
on America’s fastest tracks! 

Here’s the hottest tip of the season: break out front...stay on top of the pack from wire to 
wire... bet the WASTE KING dishwasher and disposer entry across the board. It’s the odds-on- 
favorite to make more money for you. 


See your Appliance Distributor or write today for full information about WASTE KING. 


, 
« 
¢ 7. 
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se 
/ . oe 


a 


WASTE KING CORPORATION 


3300 E. 50th Street - Los Angeles 58, Calif. 


Waste king 
en et 


DISHWASHERS «+ DISPOSERS « BUILT-IN RANGES «+ INCINERATORS 


Advanced knowledge, pace-setting tech- Ope ashame liAmer lec) Mur balltimcielertae Strong advertising and sales promotion on 
niques go into every WASTE KING appliance. manufacturing methods go into every WASTE a week-in, week-out basis coast to coast back 
KING appliance. WASTE KING appliances. 


ic wan . : ' 
+? " m! 4? , 9; . , . . . 1c . J, . - - rAgT , =" ells ’ 
You knou if it’s WASTE KING it's right! You know: if it’s WASTE KING, it stays right! You know: if it’s WASTE KING, It sé TES right 
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He Built a Portable Theatre to Demonstrate Color 
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Two Way Stretch on Kitchen Bids 












How Do You Close a Kitchen Sale? 
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Jumbo-size 
traffic builder! 


cash in on summer profits with a 
West Bend outdoor dining “natural” 


HOLDS 
15 ‘BURGERS AT ONE 


@ HANDY 
POURING LIP 


@ GREASE WE 
AT BACK 


@ EXTRA-THICK 


automatic griddle ’n server 


a Size, features, versatility—W 
= } Automatic Griddle ‘n Server 
1ppeal to those happy 
Griddle 


] urge 


patio party 
the same 


perature 


r 








even temperature 
is designed with terrific sellin 
a sloping grill with grease well at the back, tem 


guide, and golc 





7 area 


J 
even makes 


And every part o 
The ( 


Vest 
has 
cooks 
n Server has over 200 square 
15 hamburgers or 
mplete dinner for a 
the grill maintains 


outdoor 


cooks 
Cc 


g features 


i ‘n black 
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Bend’s beautiful 
everything t 


It's extra DISTRICT MANAGERS 


riddle ‘n Server Ch 
including 


trim. And it's 


ALUMINUM completely immersible for easy cleaning. It’s versa- a F 
cPATUR tile: the Griddle ‘n Server fries, bakes, grills, warms 
e@ TEMP TURE ; 2 
DE ON HANDLE even serves—and makes all cooking so much easier Dallas 
* N BLACK Los Angeles 


WEST BEND ALUMINUM CO. 
DEPT 187, WEST BEND, WISCONSIN 


iynamic selling package 
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West Bend’s complete 


Cook 'n Serve line 
with this compact display 
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What makes HOOVER the biggest name in floor care? 





ri ale|lal-1-) a 


(most and best in the industry) 





This is the Hoover engineering team, 126 strong the Automatic Shift and the “‘beats, as it sweeps, as 
! it cleans”’ features of Hoover Convertibles, and the 
It’s the biggest and best engineering staff in the | ““Do-All” brushes of the Hoover Polisher. Features 


count ’em 


world devoted exclusively to floor care. that really pitch in and help you sell. 
These engineers are probing, testing, designing, No wonder more women want a Hoover than any 
improving, inventing every day of every year. other brand. (That’s true year after year, accord- 
They’re the reason Hoover holds 766 active pat- ing to independent surveys. 
. ents—more than any other vacuum cleaner com- So doesn’t it just make good sense to sell the 
ef pany. Exclusives like the double-stretch hose and — brand your customers already want? The Hoover 
the ‘‘walkson air”’ features of Hoover Constellations, © Company, North Canton, Ohio. 








HOOVER 0. 00. es vee 
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ELECTRIC RANGES 
CUSTOMLINE 












“...1N an appliance... 
the one thing 
that all women 
want the most 
is dependability...” 


a eo 


Director, Home Economics Institute 


Hotpoint Co. 





Women want many things in an appliance, such as clean, 
modern styling and work-saving devices. However, the 
one thing that all women want the most is dependability 

the knowledge that an appliance will do its job— 
completely, efficiently, and reliably. 

In recognition of this fact, Hotpoint was the first 
manufacturer to establish a Home Economics Institute. 
In the Institute, every pilot model is pre-tested and must 
first prove the dependability of its results before it goes 
into production. 

Ranges must cook, bake, broil, fry, and roast every- 
thing that a housewife could conceivably want to prepare. 
Laundry units are tested time and again with actual 
family-used garments which include all types of fabrics 


LOOK FOR THAT 





REFRIGERATORS 
DISPOSALLS® : 







DISHWASHERS ° 


Hotpoint Dealers’ profit opportunities are greater than ever before... 
If you’re not a Hotpoint Dealer—you should be! 


DIFFERENCE! 40 


AUTOMATIC WASHERS 
WATER HEATERS 


and all types of soil. Refrigerators and Freezers are loaded 
with food and liquid containers of every type and dimen- 
sion to accurately determine the proper size and level for 
shelves and baskets. Dishwashers must pass exhaustive 
tests involving every possible kind of food soil. 

Thousands of these tests are carried on every year 
under scientific conditions which duplicate the actual use 
of each appliance in a modern home. 

As a result of constant pre-testing and product 
improvement, Hotpoint Dealers can be confident that the 
equipment they sell is dependable —that it will do the job 
for which it has been purchased. Such proved dependability 
means enduring satisfaction for the housewife—and it is 
an invaluable sales asset for Hotpoint Dealers 








—_ / ! 
Cake A dao! 


wk 
















HOTPOINT CO. (A Division of General Electric Company). CHICAGO 44 





CLOTHES DRYERS 


FOOD FREEZERS * AIR CONDITIONERS 
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MONTH | MONTH | YEAR AGO THE YEAR SO FAR 

RETAR, nad 16.5 16.1 16.4 8% down 

ns So 133 131 135 3.0% down 

7 ee 52% more 
HOUSING presen 105.0 95.0 103.0 1% up 

AUTO ast 349.5 316.5 531.4 33.7% down 
DPOSARRE INCOME 300.1 302.1 296.1 1.4% up 
tee 123.5 | 1233 | 119.3 3.5% up 

OH 18.9 19.8 19.5 3.1% down 
maleate ote 4,904 5,120 2,715 69.9% up 


The Housewares Show in Atlantic City dominates the 
early July merchandising picture in the appliance indus- 
try. Here are a few facts which should help you put this 
year’s activity in perspective. 

The statistics which follow were developed by the Na- 
tional Housewares Mfrs. Assn. in a survey of buyers and 
manufacturers. The most significant finding, perhaps, is 


be interested to know that both manufacturers and buyers 
in this survey agreed that color preferences in 1959 would 
run like this: yellow, pink, turquoise, white, red, green, 
blue, black, copper. 











© 
Don’t go jumping to the conclusion that G-E’s house- 
wares division is about to abandon its distributors. Lots of 








that first quarter business was apparently much better than 
you might imagine. 

As a matter of fact 51 percent of manufacturers said 
1958 volume was better than that in the same quarter of 
1957; only 33 percent of buyers, however, reported such an 
increase. The survey showed that 48 percent of the latter 
group reported declines but only 35 percent of manufactur- 
ers said their business was down. 

* 
What’s ahead in housewares business? For the rest of 











the year dealers are almost evenly divided on whether busi- 
ness will go up, down, or remain even. A strong 52 percent 
of manufacturers, however, feel business will be “up’’, 30 
percent say “the same” and only 18 percent say “down.” 

If you’re looking for color trends in housewares you'll 









people are going to be tempted to draw such a conclusion 
from the fact that a special “Southport” blanket line has 
been introduced by the division for direct sale to key ac- 
counts. So we asked G-E officials about this. Their answer 
was quick and to the point: they have absolutely no plans 
for using direct to the dealer distribution on any other 
product. 

The blanket picture is unique for several reasons. For 
one thing, G-E produces several “lines” of blankets and the 
Southport models will be the top price line. Many house- 
wares manufacturers are skeptical about getting true mass 
volume out of dealer-direct distribution. But a top-priced 
line doesn’t demand “mass” volume in this sense. In the 
meantime, the company’s other blanket lines will be avail- 
able to the firm’s full dealer structure. In addition, electric 
blankets are a curious hybrid—part appliance, part bed- 
(Continued on page 10) 
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urged on manutacturers by 








far more frequent in the blan- 


department stores hurt badly 





ket industry than it is in the 





by the end of Fair Trade. 





appliance industry and_= so 









such distribution of an elec- 
tric blanket is not unusual in 
the sense that the product is 
partly a bedding item. 

But the real reason for G-E 





deciding to market a separate 


That much was made cleat 
in a speech by William Bur 
ston of the National Retail 
Merchants Assn. last month 
to the Mutual Buying Syndi 
cate. Burston said depart 


ment stores have ‘“‘no possible 








line in this fashion is pretty 


hope” of making a profit on 






















obvious: since each dealer 
will sign a separate franchise 
agreement, the company will 


be able to maintain list prices 











on the line in all but the seven 
states and the District of Co- 
lumbia where such agree- 
ments are not permitted. This 
will, in turn, keep the key ac- 
counts happy—which is ex- 
actly what G-E hopes to do. 
For dealers not handling 
the new line, G-E points out 
Fon Pentect Slesping ; that the extra promotional 
~SE $B 4 Fe : effort put behind it by the key 
Cnerete omaric : © accounts should make the 


ANKeEr ‘ public more blanket conscious 
pe on * «< i : 
neal i, # 














and any blanket dealer should 
py RETAIL be able to cash in on this 
added business. 





* 
: Even though G-E has no 


electric housewares at today’s 





prices and he warned that 
stores have adopted a score ol 


different devices to cut then 


losses—all at the expense of 
the manufacturer If the 
stores’ interest is to be re 


vived, the manufacturer must 


find some wavy to. stabilize 





retail prices. Here’s how the 
stores think it could be done 
stop selling chains at distrib 
utor prices; work for passage 
of an effective Fair Trade 
law; prevent trans-shipping; 
and in particular sell the de 
partment store direct 

Just one more thing: nov 
that the biggest price-cutting 
spree seems finished Burston 
sees prices climbing upward 





again from near cost to some- 





where between 20 and 25 per- 





cent, the markup ene 





plans te sell other products 
direct to dealers, this is just 





in non-Fair Trade states. End 





the course of action being 

\\ | : " 
Get on the FULL PROFIT bandwagon 
priced to outsell all competition—WITH- 
OUT DISCOUNTING—and still allow 
you your FULL MARK-UP! You get 


many quality features found in competing, 
higher priced brands—PLUS 


ON 


EXPENSIVE SEWN CONTOURING 


“89 
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e UNCONDITIONAL 2 YEAR GUARANTEE 
e FULLY AUTOMATIC BLANKET CONTROLS . ‘ ; 
sanifresh BACTERIA RESISTANT BINDINGS ~~ / a. PA 9. 

e@ COLORFUL SELF SELLING, DISPLAY PACKAGE SQ’ 2 #0 
ALL at a price that only the world’s SV 


largest electric blanket manufacturer could 
offer! Enjoy increased electric blanket vol- 
ume and profits—sell Crestwood! 
















\| 







G FULLY AUTOMATIC 
ELECTRIC BLANKETS 
with the fast selling Crestwood line 

, ™~ 


“ge + 
* Guaranteed by 
Good Housekeeping 


AVAILABLE ONLY THROUGH 
YOUR DISTRIBUTOR 


In all models, sizes and popular colors 









NORTHERN ELECTRIC COMPANY 
5224 North Kedzie Avenue + Chicago 25, Illinois 


\ VN 


WORLD'S LARGEST MANUFACTURER OF ELECTRIC 
BLANKETS AND HEATING PADS 
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Turns on when you need it... 
Shuts off when you don’t— 
automatically ! 


Saunlianaatieatilinnad’ 
nd 


i 





The fabulous Telechron Air Conditioner Timer puts a 
built-in memory in your unit... turns air conditioners 
on and off, automatically ... adds the perfect extra for 
vour sef-7t, forge f-7t customers! And this compact timer 
makes sense. Here’s why: It turns cool air on only when 
vou need it... shuts off automatically when you don’t 

. makes for less costly operation and less wear and 
tear on the machine. 

\nd remember, when you specify a Telechron Timer, 
vou're adding a timer custom-styled to complement your 
newest product, engineered for service-free operation, 
and competitively priced to outvalue competition. For a 
larger share of the market, team with Telechron Timers 
for higher profits. Telechron Timers, Clock and Timer 
Department, General Electric Company, 416 Homer 
Avenue, Ashland, Massachusetts. 









































Remembers to shut off air conditioner 


after you fall asleep. 














Remembers to turn on air conditioner 


before you return home—skips days you’re away. 


T E L EC H R 0 N T M E RS ...especially designed for set-it, forget-it living 
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There is a Telechron Timer or Motor for every product that needs timing 








by 


Presto 





tay 
New Ideas From Top to Bottom ...To Make the Perfect Cup of Coffee! “vires: cor 


e WASHES COMPLETELY UNDER WATER. ‘Perfect coffee every day be- 
cause yesterday’s coffee is washed away.’ The Coffee Brewing Insti- 
tute says that Rule No. 1 for perfect coffee is a spotlessly clean 
coffeemaker. And Presto washes completely under water, even in a 
dishwasher! 

e GLEAMING STAINLESS STEEL. Stays beautiful even after years of use. 
Matches other modern kitchen and table utensils. 


e OPEN SPOUT FOR EASY CLEANING. Spout cleans as easily as a cup. 


e EXTRA WIDE “HEART OF GOLD” COFFEE BASKET. Easier to fill, easier 


to keep clean . . . extracts all the goodness from the coffee. 


¢ NO CONTROLS TO SET. Changing brewing time only under-brews or 
over-brews. Presto makes coffee the one right way... brewing for the 
exact time coffee experts recommend, without boiling...automatically. 

¢ PILOT LIGHT SIGNALS. Shows at a glance when coffee is ready to 
serve. Once brewed, coffee is automatically held at the perfect serv- 
ing temperature. 
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Worlds First Submersible 
Automatic Coffeemaker 


NATIONAL PRESTO INDUSTRIES, INC., Eau Claire, Wisconsin Mokers of Presto Cookers, Canners, and Control Master Appliances 


















AND COFFEE MEASURE 


(? %. THE FIRST AUTOMATIC COFFEEMAKER 
Uy ¥}/ APPROVED FOR SUBMERSIBILITY BY 
~L/y THE UNDERWRITERS’ LABORATORIES 







115 Volts, 500 Watts, AC Only, 






Z its S Shipping Wt. 3 Ibs. 10 oz. 
Z, we vernn S fManufacturer's recommended retail price. Fed. tax included 
“Corpyce™ 


Your Presto Salesman 
is on his way with the ‘Coffee 
Break for 58”. A red hot campaign 
to start sales perking! 
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REGION BY REGION 
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EAST 





By John Richards 


Muggy weather lifts sights for AC, 
fan season... Promotional and sales 
vigor force sales .. . New products 
stimulate a sulky market 


ee doing all right, but we're not 


making hay the way we usually do 
this time of year. Air conditioners and 
fans got off to a poor start. A few hot, 
humid weeks would be a blessing.” 

A dealer 15 miles north of Philadelphia 
made the statement. Last month it applied 
for appliance-TV dealers in the are 
around Philly and on into Jersey. Harris- 
burg, Reading, Allentown, the anthracite, 
mill, and shoe centers straight north from 
there, and the tier counties of New York 
were no better off. Nor were Buffalo, Bos- 
ton, Providence, Bridgeport, and Hartford. 
In metropolitan New York there occurred 
some early sales. But the picture for the 
broad New York-New Jersey belt was iden- 
tical with the rest of the Eastern seaboard. 


Refrigeration sales slid slowly upward 
all over the East with the coming of hot- 
ter weather. With laundry, hi-fi and port- 
able TV it contributed to favorable bal- 
ance sheets for the mid-May to mid-June 
period. 

In East Northport, Long Island, one 
dealer was elated that volume swung up- 
ward after a rough April. He was working 
on a promotion budget stepped up 10 per- 
cent over last year. Alert merchants in 
Harrisburg, Allentown, Washington and 
Newark agreed with one Manhattan deal- 
er’s succinct and pithy remark: 

“You can’t sit on your butt and ‘but.’ 
You've got to promote. And you’ve got to 
tailor your expenses to your tighter mar- 


gins.” 
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How? In the world’s toughest market? 
“Vigor!” he says. “In promoting, in 


selling, in cost watching! 


No dealer in his right mind figures the 
industry is standing still, despite tougher 
than usual sledding. 

Masters, always in there punching, is 
expanding in Elmsford, N. Y. already. A 
big hunk of the expansion will be a super- 
market leased to Grand Union. The Kor- 
vette-Penn Fruit smoke may signify a real 
merchandising fire. Some months back a 
big New York chain exec seemed to be 
dickering with Penn Fruit. 


Meanwhile, dealers of all sizes are look- 
ing at some bright spots. Enthusiasm runs 
high for the half dozen new stereo lines. 
What stereo requires is some earthy spe- 
cializing, something dealers big, small, 
and promotional throughout the East 
seemed ready to give it. Always alive to 
anything new which obsoletes the old, 
dealers likewise eyed the new TV lines, 
including Philco’s flat-flat line, with its 
“briefcase” portable and models with the 
picture stripped from its chassis for 
placing as much as 25 feet away. 

As one dynamic dealer said, “It makes 
the rest of the summer and the Fall look 
mighty bright indeed.” 


THE 
MID- 
WEST 


By Ken Warner 


Dealers see daylight . . . The right 
promotion still sells . . . Air condi- 
tioner sales wait for the weather in 
the cities. 


harder and harder to push the right 
button,” says one small town dealer, 
“but when you finally find it, you move 
the merchandise.” One “right button” 
for this man was an “over the barrel” sale, 
offering any or all of three or four appli- 
ances at $188 each. 


1¥3s 








Rural dealers are getting farmer traffic 
again, and according to one, “We’re get- 
ting some of that hog money.” That goes 
for cattle, too, says a dealer in another 
area. Prices on both are very favorable 
and this augurs well for the rest of the 
year in farm areas. 


Downstate Illinois dealers seem to be 
racking up air conditioner sales on the 
heels of early warm weather. One dealer 
is five weeks ahead of last year in cool- 
ers, and finds the rest of his business 
holding up, too. His general reaction: “I 
guess I didn’t have a recession after all.” 


In Chicago, dealers are counting their 
air conditioner inventory and reading the 
weather reports. They say air condition- 
ers aren’t moving in volume yet, but it’s 
evident that the coolers are moving. One 
dealer is getting units out of his ware- 
house by the truckload regularly. One 
south sider has busied himself in the early 
season by concentrating on small business 
sales, with good results. Some Chicagoans 
think that fans will be a problem this 
year, though they look for good results 
from “suitcase” models. 

Out in Kansas City, Mo., Kansas City 
Power and Light is chortling over a range 
campaign—they upped last year’s first 
five months’ sales by 34 percent, moving 
1137 ranges in a ten-week promotion. 

Further west, around Wichita, Kansas 
Gas and Electric sees a break already 
here. Figures are in registering gains in 
key majors—ranges, dryers, and refrig- 
erators the further they get into 1958. 


Rundown of products moving well still 
skips all over the lot: Laundry merchan- 
dise is down in Indiana, up in Minnesota 
and “fair” in Wisconsin according to one 
sample, but it would be easy to find deal- 
ers to reverse this record. TV seems to 
have weathered April and May and is sell- 
ing again. Where there’s any hi-fi busi- 
ness, it has continued strong, but hi-fi 
isn’t universal in the small towns yet. 

In the twin cities of Minnesota, the cat- 
alog is still a problem, but dealers seem 
to be cooling off. One reports that his 
technique for shoppers in catalogued 
lines is to take them back, show them a 
crate and match the catalog price. He then 
lists uncrating charges, delivery charges, 
service, etc., to get the price back up. 

(Continued on page 16) 
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. ’ . ) 
This is the only washer and dryét with a special ra cycle tor the 
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advertising in Readers Digest © 
home appliances for you... 


“We chose Reader’s Digest because it reaches the 
largest audience of appliance-buying customers. 
And, because people believe what they read in 
this magazine, more shoppers will come in and 


ask for RCA WHIRLPOOL appliances.”’ 
—J ack Sparks, Director of Marketing, Whirlpool Corporation 


Here’s a hard-hitting RCA WHIRLPOOL advertising 
program in Reader’s Digest that pre-sells more 
home appliances for you in many important ways: 


Reaches more home-appliance buying cus- 
tomers. In a recent survey, Alfred Politz Re- 
search, Inc. revealed that one-third of the best 
prospects for appliances read the Digest. 


Reaches more people in your neighborhood. 
Month after month, RCA WHIRLPOOL ad- 
vertising pre-sells your customers in the Digest, 
the magazine one out of four families in every 
neighborhood across the nation buys and reads. 
Digest circulation parallels population groups 


in all kinds of marketing areas—urban, subur- 
ban and rural. 


Read more often than any other magazine. 
Over 32 million people read every issue on an 
average of 5.3 different days. This extra reader- 
ship provides extra selling opportunities for you. 
Sales results are great. Reader’s Digest moves 
more appliances because it moves more people. 
The Digest is an important showcase for selling 


RCA WHIRLPOOL home appliances. 


Put powerful RCA WHIRLPOOL advertising to work for you. Display and promote these home appliances. 





19358 





Note to advertisers: 


For a report on how Reader’s Digest reaches your 
best prospects, call or write Reader’s Digest, 230 


Park Avenue, New York 17, New York. 


People have faith in 


eaders Di gest 


Largest magazine circulation in U. S. 


Over 11,850,000 copies bought monthly 
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THE 
SOUTH 
EAST 


By 
William McGuire 





Business is good ... And everyone 
expects it to get even better... A 
good summer and a “normal” year 
is consensus of dealers 


RB USINESS was good in most of the South- 
2 east in May, and better in early June 

with indications that the best was vet 

come 

Appliances and TV showed surprising 
strength in May. For a big-volume, multi- 

tlet Birmingham firm, it was the best 
month in the last two years. 

Happy talk came from nearly all points 
on the compass. A dealer in Chattanooga 
a few months ago, a glum, recession- 
reported business on the 
p-beat, with people going back to work, 
and his accounts delinquent down 10 per- 
cent from March. Retailers in Tampa, New 
Orleans, Richmond and Greenville, S. C 
could find no tangible slump symptoms. 

In Charlotte, people don’t seem to be 
alking recession any more, as textile 
mills begin to hum again and consumer 
buying increases. May brought a minor 
peed-up to Atlanta, and bigger things 
were expected of June. 


\fter months of excessive rainfall, 
Memph truck gold—four consecutive 
week of bright summer weather. It 
brought the buyers out, put dealers in 


good spirits. But Miami was getting its 
imps from a so-so early summer, follow- 


vinter and a lean spring. 


Air conditioning was off and running 
in New Orleans, Birmingham and Chatta- 
nooga; at the post in Charlotte, Greenville 
and Miami; and still in the paddock in 
Atlanta and Richmond, where the requi- 
site string of hot days and nights had yet 
to be put together. 

A mass merchandiser of air condition- 
ers in New Orleans, who moved 3,600 unit 
last year, sub-totalled up his June 17 sea- 
sonal mid-point and found himself gallop- 
ing along at his 1957 pace. 








A small Chattanooga dealer was doing 
fine selling two-tonners (which cost him 
$244.97) for $298.95, plus $25 for instal- 
lation and a year’s service. 

Again and again, the importance of 
leaders was underscored. From Miami, a 
one-liner happily reported that the lead- 
er he got this year (a ’57 half hp. for $158 
retail) has given him a long-awaited pro- 
motional counter-punch for competition. 


In Alabama, the head of a three-outlet 
appliance-furniture “supermarket” chain 
saw one area ripen for a promotional 
blast, shoved out $112,000 worth of goods 

including 387 majors for about $70,000 
in a 100-hour sales marathon at one store, 
promptly scheduled similar “Operation 
100” activities at the other two. 


Freezers started rolling as the South 
Carolina strawberry crop came in. Laun- 
dry was strong in Atlanta, Birmingham 
and Richmond, while built-ins boomed 
for Miami builder dealers 

Television started its summer vacation 
in Birmingham, Atlanta, Chattanooga and 
New Orleans, while free-standing ranges 
grabbed the booby prize in many sections, 
notably Tampa, Miami and Greenville. 


Almost without exception, dealers and 
distributors were crystal-balling a good 
summer and a normal year. 


THE 
GREAT 
LAKES 


In Cleveland sales wait on the 
weather . . . But in Detroit they're 
turned up already 
seems to work 


.. Buy Now 


S' MMER may be a coming in to the Great 
\Y Lakes, but it isn’t coming in fast 
enough for most Cleveland dealers and 
distributors. With summer comes air con- 
ditioning without summer... no 
sales. 

In Detroit, however, electrical appli- 
ance sales have taken a definite upturn 
during the past month. 


“It’s not the economy, it’s the weath- 
er,” one Cleveland dealer commented. 

“We got terrific response on a low cost 
room cooling fan,” said another dealer. 
“We’re pushing this over more high 
priced units because we think that’s all 
the traffic will bear right now.” 

Distributors here say there are more 
carryover models around this year. How 
this will affect new model prices and 


sales, none will guess. 


Here’s one promotion that went over 
big in Toledo last month. Appliance Op- 
portunity Week, a joint promotion of the 
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Toledo distributors and utilities, drew 
customers by giving away over $7,500 in 
prizes for contest and drawing winners. 
Employment there is slowly creeping up, 
and these distributors mean to get sales. 


Promotions and buy now campaigns 
may have had a noticeable affect on 
Cleveland appliance sales. Though. still 
far below the 1957 figures, April figures 
for the city show a slight increase in all 
areas over March figures. Ranges, at a 
minus 30 percent of '57 sales, were still 6 
percent better in April than in March. 
Dryers were 4 percent better. Food freez- 
ers and disposers continue to be a bright 
spot. ... Food freezers were 2 percent 
better, bringing that appliance up over 8 
percent above 1957, while disposers are 
up 4 points, bringing ’58 sales 30 percent 


over vi. 


Utility promotions this month: Dayton 
Light and Power, whose sales figures show 
improvement, will be promoting dehumid- 
ifiers during July and August 

Showing year-round use for air-condi- 
tioning, The Cincinnati Gas and Electric 
Company is putting on an air-condition- 
ing program that emphasizes the “cool 
as an ocean breeze, warm as the tropic 
sun” aspects of modern conditioning 

An honest-to-goodness “freezer fair” is 
going on in the lobby of the Cleveland 
Electric Illuminating Company this 
month. Barkers, side show features, and 
remote broadcast disc jockey shows are 
allon the program 


In Detroit, April sales were up at the 
J. L. Hudson Company, and the store’s 
special events manager states most pro- 
ducts continued to move in May and early 
June. Again, Hudson’s feels the recent 
introduction of its own appliance line to 
be the key factor in improved sales. 

Also in Detroit, General Electric re 
ports a May-June sales increase of 25 
percent over April 

“There’s been a general loosening at 
the dealer level, and outlets are begin 
ning once again, to buy for inventory. 
Before April it was almost to the point of 
buying for day to day needs. April showed 
a slight increase, May a good one, and 
June has begun very well.” 

Sales at a Detroit suburban store are 
over last month, although sales people 
here feel the situation is still “pretty 
tight.”” As to the future: “It'll probably 
worse again, before it gets better.” 

“We're on the upgrade, but it will take 
longer to get back than it was to go 


+ 


get 


down.” 

Many stores pointed to June as a good 
month for the sale of smaller items as 
graduation, wedding and Mothers and 
Fathers Day gifts 

One department manager remarked: 
“People are more sensible now. They’re 
buying more reasonable gifts. The atti- 
‘So what’s 
another $100’ is a thing of the past.” 
Continued on page 18) 
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STEREOPHONIC PORTABLES 


see, hear the entire line-up of 
these fast-selling monaural and 


Send this Phonola-gram for complete details on 
the line that will set new sales records for you 












: I 

stereo phonographs during NAMM | | 
| Mr. Howard Kovin, sales manager | 

FR O O wy | 9g oO 5 -\A/ | Waters Conley Co., Inc., Dept. EM-78 | 

PALMER HOUSE, CHICAGO : 17 East Chestnut Street, Chicago 11, Illinois | 

in PI a, you'll find portable stereophonic developed to the | Mr. Kovin: rush me all the news on Phonola phonographs and stereo-phonograr 
Engineering leadership since 1899 has culminated in this truly amazing | I'm interested in increasing sales. | 
high fidelity reproduct f mu And Phonola packages and prices | j 
ts stereo pt graphs to sell fast—to give you merchandise that | Name 
moves! | Firm l 
WATERS CONLEY COMPANY, INC. piece 
17 EAST CHESTNUT STREET | City Tene State | 

bp oseteosetosr-y CHICAGO 11, ILLINOIS | ! 
; 4 | C] retailer (CJ distributor | 

Factory: Rochester, Minnesota L ee ee ee ee TTT EO a i LPN Oe Pe See = 
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THE 
SOUTH 
WEST 


Business in Southwest swings up- 
ward led by air conditioners 
Refrigerators, washers moving well, 
TV sales off 


NI ANY Southwest appliance dealers re- 
a port an il June and May 


icrease 1n 


¢ € April although most noted that 

es were still below 1957. 
The punch in sales—dealers reported as 
h as 1) percent increase over the 
prey s mont} eemed to come from air 
One Oklahoma dealer reported good air 
onditioning sales saying “We have tak- 
r lossé n carryover models and we 
re } I ng 25 percent and better on 
I e. Our average unit profit for our 
0) ts sold is $65. Another dealer in 
thes mie + tea reported a “hoom”’ in air 


In general the overall business pic- 
ture seems to have taken a slight change 
for the better with many dealers sound 

g more entl iastic than anytime dur- 
ng tne ] t few months. Eves seem to be 


the t quarter for a good upturn 


More cash sales were noted by some 
n reporting good business re- 
ed that he expected fairly tight 


conditions to follow after the spell of good 


(othe ment from botl des of the 
We } e to do more for less money 
B nes fairly slow—it requires 
re rn) t get re —.” 
] it ne t would ippear 
nat on tne ipgrade.” 
B TOO! nd will even be bet 
r T t re 
! I ng sign f 
I rey t rrent ale 
! mparison witn last 
pects to end the year at 
pa 


Some improvement was also noted in 


white goods th refrigerators and wash 
ele é e been off Me ae 
n tne V¢ e! I tne price ral é ee! 


In Houston, Houston Lighting and Pow 
er Co. has launched one of the biggest 
promotions of electric living ever held in 
that section of the Gulf Coast 
medallion homes in 

ix Gulf Coast cities are on public display 

Attendance prize ; include a 17 day free 

expense trip to Europe 

Economic wise, the biggest news in 
Texas was a jump in May construction to 
almost $114 million, the second highest 


total for the month on record 


THE 
FAR 
WEST 


By Howard Emerson ae oe 


Refrigerators and freezers share 
seasonal upturn Talk of stereo 
slows hi-fi... But it has caught fancy 





of dealers 


pesca seasonal improvement 1s be 
ing reported by appliance-TV dea 


ers in the Far West the middle of June 
pproacne B t does not seem to De I 
across-the-board improvement. In tota 
sales, dealers are slowly approaching the 
1957 seasonal level but not all product 
re recovering to the same degree 


In almost every area of the Far West, 
refrigerators are showing considerable 
strength. Many dealers are enjoying the 
best refrigeration business in 10 years 
The trend, many of them point out, is to 
a much heavier volume in those refrigera 
tors selling in the $350-400 bracket—a 
trend that seems to have resulted from 
both an economy mindedness on the part 
of consumers, and a more realistic pric- 
ing of certain models by manufacturers 


and « 


listributors 

Freezers continue to be a growth item 
with dealers whose food plan burns have 
healed. In many areas, freezer sales 
held up better percentage wise than any 
other type of white goods during the re 
cent period of recession-scare—a period 
termed by a candidate in the recent Cali 
fornia elections as period of economic 
brinksmanship.” Freezer promotions in 
stituted by utilities and associations 
WWP in Spokane, AMA in Phoenix, the 


San Diego Bureau, SMUD in Sacramento, 
PG&E in Northern California, et dur- 


ing the last year have plea ed their spon 
sors, and all appliance campaigns can’t 
ry ke tt a in 


TV made a late spring spurt out here, 
but in June the sales in most areas 


dropped off. Proximity of 1959 models 
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seems to be partly to blame, some deal 
ers think. One commented ... “Just as 
rV started to roll again we get close to a 
new model vear and we're not buying 
enough, not showing enough on our 
floors, not putting signs in the window 
It’s true with me, I decided to wait a little 
while and try to get a big break on the 
price of °58 sets.” 

Many dealers in various areas of the 
Far West report a slight renewal of in 
terest in hi-fi among customer but few 
feel that there will be too much activity 
in this field until September. Holding off 
many hi-fi sales, say these dealers, is the 
tremendous interest generated by stereo 
But with this interest has come confu 
sion. Prospects in many cases are holding 
off buying until they can decide between 


tape and discs or combination unit 


It is too early for a complete report on 
air conditioning activity in this area 
without June and July figures, but early 
returns from the desert belt precinct 
encouraging. The recession talk scared 
many in those areas who would have re 
placed evaporative units with new refrig 
eration cooling during the winter montl 

but the reports coming in now show 
that sales in these areas in May and ear] 


J ine were Dack to, and l! ome Case 
head of, the 1957 level. Helping most 


dealers in this business is the sudden ac- 
ceptance of the portable evaporative cool- 
er—a hot cakes item even in areas of the 
Far West like San Francisco where no 
body ever buys air conditioning. 


Noticeable in reports and conversatior 
with dealers in every section of the Far 
West is not just a definite swing back te 
normalcy in vo me, but a decided change 


in consumer buying attitudes 
From about 50 deale contacted, the fe 
lowing are direct quotations 
“People have the money to spend if 

can get them enthused, but it is hard t 
give them anything that will thrill them 
in the appliance line anymore. But pro 
motions will work and we keep banging 
away hard at promotion,” says Harold 
Kelley, Portland, Ore. “Our cash sales are 
up and so are 30-90 dav accounts. The 
public seems leary of 24 or 36 month con 
tracts. They’re scared to go into debt 
Advertising low monthly payments has 
lost its pull,” says Gilbert Modglin, Dorri 
Heyman department store, Phoenix 


Another trend this column would like 
to emphasize is that the recession has 
put the utilities, and their cooperating 
associations, into a dominant position as 
the promotional voice of the electrical in- 
dustry in the Far West. Of the many out 
tanding utility-association promotion 
going on right now out here, possibly the 
one announced at presstime by PG&E for 
Northern California is the most impre 
ive. Stating that “the bloom is off the 
boom,” PG&E V. P. Rod Doerr announced 
a “Better Buy Now” 


ers and distributors in San Francisco, be 


program to 300 deal 


ing inaugurated by the Northern Califor 
nia Electrical Bureau and the Gas App! 


Continued on pade 20 












ELECTRICAL MERCHANDISING 


-- 


1 


a: 


GENERAL GB ELECTRIC 










A N« ie leader Table R o in choice of three B New Musaphonic" Radio—new low price! 5x7 C AM-FM Musaphonic® Radio priced for volume 
| h-1 , ff ntr Dvnapower I | speaker. Tone cor 1. Dial beam, V sales. 7 tubes plus rectifier. 6'-inch speaker, twe 
| I slo Model T1 nte tone control, phono-jack Model T135 


$19.95" $29.95" $59.95° 


DN $24.9 Clo¢ Rac ! rt antique E New G-E Clock-Radio with Snooz-Alarm? and F Clock-Radio with Musaphonic® tone and Snoo 
‘ Wake it isic—? tur? Clock Nite-Light All automatic features, plus Alarm » tubes plus rectifier. All automatic fea 
Dv ; , Fu lde cabinet. Model C440 ture Phono-jack. Choice of color Model C422 


‘ C43a pn a 
$24.95* $44.95* $49.95* 


NEW GENERAL ELECTRIC RADIOS 


Gener lectric Radic eading the way in OPERATION y facturers su ested ret e. Slightly highe vest and soutl 
Price lude 10-day ty on both parts and labor. General Ele 
re for extl , , 
leadel \M-] 


‘iin cost! All backed by a whopping Progress 


val New Clock-Radio pete re erp ] t_ B 
tory-paid advertising campaign. Get in touch 


/s Our Most Important Product 
r G-E radio distributor today...back OPERATION UPTURN 
Electric Rad ... first in take-home power! 
Tamites they 6 Chines teese, toon 2, «| ELECTRIC 
ee Bhai es Show. anit ty, Ju te 
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SALES AND PROFITS! 


General’s 


exclusive 


SAFE WH) GUARD 


is found only and always on every 


SLICING MACHINE 


Hand or electric with moving platform 


STOPS SLICING ACTION UNLESS 
HANDS ARE SAFE! 


ZQMeno 
[Ss =. 
\PARENTS 
TESTED for =a 
families with children 
and awarded this seal. 
e SAFETY IS YOUR BIGGEST SALES APPEAL 
e SAFETY IS YOUR MOST POWERFUL 
PRODUCT INSURANCE! 
INSIST ON THE BEST...PROVED BY TEST! 


GENERAL SLICING MACHINE CO., INC. 
Walden, New York 
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BY REGION 


ance Assoc. supporting this campaign, PG&E is doing the 


following 64 advertisements in 250 news 


papers, 


3.036 


posters in 423 locations, 1,886,000 stuffers with utility bills, 
TV program with 750,000 viewers, 584 radio commer ials, 


2,500 traveling displays, 324 field representatives calling 


on dealers and distributors. Through the Electric and Gas 


Associations are added 


“Better Buy Now” 


window 


ban- 


ners for dealers, tent cards, bumper strips, 500,000 stuffers 


for dealers to mail with their bills. 


manufacturer shipment 
StatistiCS estimated industry Ship- 


ments of Major Electrical Appliances, Ra- 


dio and Television 


DISHWASHERS 


DRYERS, Clothes, Electric ... 


FOOD WASTE DISPOSERS ... 


FREEZERS 


IRONERS 


RADIOS, Home-Portable- 


Clock (production) .. 


RADIOS, Automobile 
(production) 


TELEVISION (production) ... 


RANGES, Standard 


Built-In 


REFRIGERATORS 


VACUUM CLEANERS 


WASHERS, Automatic & 


Semi-Automatic .... 


Wringer & Spinner. . 


WASHER-DRYER 
COMBINATIONS 


WATER HEATERS, Storage .. 


Sources: NEMA, AHLMA, VCMA, EIA 


JULY, T9386 


1958 

(Units) 

26,700 
119,200 


26,885 
203,143 


10,576 
81,835 


40,000 
175,000 


79,300 
284,200 


1,382 
7,986 


506,872 
. 2,488,596 


190,435 
. 1,043,470 


302,559 
. 1,523,858 


58,300 
283,200 


37,300 
148,000 


210,800 
905,800 


247,293 
. 1,029,831 


163,021 
762,531 


55,598 
236,231 


11,785 
48,877 


68,500 
256,800 
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1957 

Units 

26,000 
133,000 


27,767 
268,965 


15,083 
116,691 


38,400 
175,600 


70,900 
294,100 


3,249 
14,733 


735,361 
3,052,713 


380,452 
2,022,467 


361,246 
1,835,975 


72,000 
371,400 


35,200 
147,400 


281,600 
1,195,000 


281,627 
1,171,998 


169,573 
885,271 


61,102 
282,503 


12,611 
73,030 


65,600 
250,700 


% 
Change 
2.69 
10.38 


3.18 
24.47 


29.88 
29.87 


4.17 
34 


11.85 
3.37 


57.46 
45.80 


31.07 
18.48 


49.95 
48.4] 


16.25 
17.00 


19.03 
23.75 


597 
41 


25.14 
24.20 


12.19 
12.13 


3.86 
13.86 


9.01 
16.38 


6.55 
33.07 


4.42 
2.43 












RA) Whinlpoot DEALERS 


ARE THE ONLY ONES WHO CAN SELL... 





REFRIGERATORS... 
WITH THE ONLY, FULLY AUTOMATIC ICE MAKER 


_..no other refrigerator-freezer line has this great feature... 
cubes are ejected into a handy storage bin ready for 
instant use, then the Icemagic’ refills and freezes more, 

all automatically... it completely eliminates messy ice tray 
filling and emptying... and, no other refrigerator has 
permanently silent operation and longer-life dependability! 











Listen... it's so quiet you can't even 10-Year Warranty on gas refriger- 
hear a hum. And, it’s permanently silent ation unit is another indication of long- 
because a gas flame does the work. life, dependable operation. 








NOTHING ELSE LIKE IT... . YOU GET A WIDE-OPEN OPPORTUNITY TO SELL 
AN EXCLUSIVE PRODUCT. . . SEE YOUR RCA WHIRLPOOL DISTRIBUTOR 














RCA WHIRLPOOL Home Appliances . . . Products of WHIRLPOOL CORPORATION St. Joseph, Michigan 


Join up!...it’s easier to sell RCA WHIRLPOOL than sell against it! 


hs mA 4 RCA 
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HOW'S DUSHMOSS ? oo. ccs: os cs anne 


which embrace over 17% of the U.S. buying public. Based on flash 
reports from leading utilities, this chart provides you with the 
most authentic, up-to-the-minute index of retail sales yet available. 
It’s another ELECTRICAL MERCHANDISING exclusive. 




















Electric Room Air 
April figures: OO Refrig- Electric Water Clothes Dish- Condi- 
Year to date figures: 00 erators Freezers Ranges Heaters Washers Dryers Washers _ tioners TV 
%o Change % Change %o Change %o Change Yo Change %> Change % Change 7. Change %q Change 
58 vs. '57 58 vs. '57 58 vs. '57 58 vs. ‘57 58 vs. '57 58 vs. '57 58 vs. '57 58 vs. '57 58 vs. ‘57 
IN THE EAST 
United IIluminating Co. -19 +76 =-11 #15 = 4 -19 - § = 7 “a2 
22 66 17 3 12 7 7 ] 16 
N. Y. State Electric & Gas Corp - 6 = 3 -13 = 7 + 1 = @ ' +39 
18 1] 22 13 17 24 ' 34 
Jersey Central Power & Light Co + 3 +28 =26 =29 - 2 - 7 +27 - 4 
10 64 af 2 p 3 2) 2 
New Jersey Power & Light Co = 3 + 2 =20 +9 +12 + 2 + 6 =32 
13 + 14 10 38 3 9 6 2) ‘ 
Philadelphia Electrical Assn. =-20 =-26 =24 =34 - 5 =-16 =36 +63 =20 
19 5 1] 21 14 14 27 21 1] 
Pennsylvania Electric Co. =23 =20 - 7 =-29 =-22 - 7 -55 +20 =-12 
26 23 22 2) 20 21 13 9 7 
West Penn Power Co =-21 + 6 =21 =-16 - 8 - 3 =-19 - 3 =19 
aa 7 22 16 14 4 21 7 21 
IN THE MIDWEST 
Dayton Power & Light Co - 9 +16 eo + 6 =-12 413 =56 “45 =-18 
21 18 17 7 1] 9 46 13 21 
Commonwealth Edison Co. * - | =26 + 3 =-33 =-28 -33 
12 12 17 45 ) 
Kansas Gas & Electric Co. =26 + 1  § + 5 -41 - =-13 =-22 =21 
24 + 6 12 15 25 17 15 17 15 
Nebraska-lowa Electrical Council =23 +31 +9 +64 = 9 - 2 “63 “44 =14 
24 + 4 + 37 13 5 39 26 19 
IN THE SOUTH 
Kentucky Utilities Co. =23 + 1 + 3 +28 al “18 aa “45 + 7 
15 3 6 + 10 5 13 7 32 9 
Electric Power Bd. of Chattanooga =49 -27 =16 -14 “9 +18 =33 -29 *s 
39 at 20 + g 16 ** 49 40 21 
Nashville Electric Service =24 +46 - 3 “34 “ -28 
18 + 18 7 14 ' 13 ' * ‘ 
Florida Power Corp. +27 + 7 +91 +65 422 +90 +32 +46 432 
+ 32 11 + 73 + 56 + 2 59 9 3 19 
Florida Power & Light Co. =36 -41 - 2 - 4 =21 #13 -17 =-12 =-21 
3] 22 24 + § aa + 17 27 28 3 
Tampa Electric Co. =-28 - 6 =-17 =-15 =24 -17 -40 +26 =20 
21 ] 14 + 4 17 + 37 3 i 20 
IN THE SOUTHWEST 
Dallas Power & Light Co. + 1 = 9 +17 * + + 1 =23 +24 +19 -34 
8 1] 1 + 25 4 2 19 17 22 
Southwestern Gas & Electric Co. =20 +28 @ § =-35 -13 =11 =10 - 4 =-32 
15 ] 3 17 13 8 ] 13 27 
New Orleans Public Service, Inc. =-21 =24 +61 ' -21 -61 +18 =-22 “35 
17 17 15 * 23 51 4 9 26 
Gulf States Utilities Co. + + 431 415 ' +24 
' + + 68 80 ' 16 


IN THE WEST _ 
Appliance Merchandisers Assn. 6 








Pacific Gas & Electric Co 
Pacific Power & Light Co 


Washington Water Power Co - 





NATIONAL as _ — 


April =-15 » 3 «+ = § =10 =10 =10 + 6 -15 
Year to date 7 Z 





able ** Change of Less than 2 of 17% 


tains STOCK acs secon vn 


in which the stocks of 52 key firms in the industry behaved during 


the past month. This unique summary is another new—and ex- 
clusive—service for readers of ELECTRICAL MERCHANDISING. 


How The Industry Behaved Week By Week 






































ee a a ee 
$ i 
o | 
a + + TS AD +——~4 
3 eZ 
n | | 
29 —+—} —F 
Weekly average for 52 stocks listed below 
| | = 
28 + i it 1 aS SS a a . a Sa | | i ew. —— 
“AT AIG AZ| A2B MS Mi2 MIO M26 J2 J9 JIG J23 J30 J? J J2i 728 A4 All AB A25 Si SB SIS 
TOCK AND DIVIDENI 958 CLOSE CLOSE NET 
IN DC ARS HIGH LOW MAY 19 JUNE 16 CHANGE 
NEW YORK 
STOCK EXCHANGE 
Admira fF 4 9" 9% 4 
Avco Mfg. 30E 7 Va A 6% 6% 
American Mot K t 14% x 13% 12% Va 
Arvin Ind. %E 29% 3g 24 24, © 
# k & Deck 408 45 36 433 44'/2 1 
Borg W N 30% A 26 29% 3/8 
Bulova .65E 2 7% 10 11% 8 
' 4 42 8 38% 4) fy 
yate F / 63% g 61 62s Vy 
hrysler 1E (A 7g 4 453 46% 
. 1 Re 16'% 8 14% 15% 
Emerson E ¢ 384 9 35% 38 2'4 
En R 4% 6 7 1 
ee > 14 A 14 13% Ye 
Firestone 2.60B 93 82% 85 86% t+ i% 
ral Ele 64\% P 58! 60% + 2/2 
er M 39% 33% 37 39% + 2/8 
Hoff E t 29% 27 29% t+ 2/4 
Hupp Corp 4 2 3% 4 t 2 
Magnavox 2B 4 30% 36' 37% t+ % 
Maytag 2A 0% 23'% 29 30% +i% 
McGraw Edison 1.4 37 31% 33% 33% 
Mpl. Honeywell .60A 92 76 84 92 +8 
Montgomery Ward 2A 36 28 35% 35% Ve 
Minn. Mining & Mfg 83 73 76 80% 4% 
Motor Wheel .40E 16% 12% 12% 13% a? 
Motorola | 42% 35 36% 40% 4\/ 
Murray Corp. '/2P 28% 19% 26% 27 t+ 
Philco Corp 17% 12% 14% 15% r va 
Proctor & Gamble 2 62 55 61% 60% % 
R.C.A. 1A 36% 30% 32% 36% +3 
Raytheon | \4T 31'A 21'A 26% 31'A + 5% 
Rheem Mfg 14% 10’ 11” 144% t+ 2% 
Ronson .30E 10% 7% 8 8 
Schick .20E 144% 8% 9% 9% 
Scovill Mfg. %P 28 19 20% 20% 
Sears Roebuck 1A 29% 25 29% 29% tT * 
Servel 82 4% 7 8 t+ % 
Smith (A.O.) 1.60B 34% 25% 29% 34% t 5Ve 
Square D 1B 24% 20% 22’ 22% Ye 
Sunbeam 1.40A 494 39% 44% 48 3% 
Sylvania El. Pd. 2 37'A 31'A 35% 35% + % 
Welbilt 2\ 1% 2 2 
Westinghouse 2 65 56Y, 57% 57 VY 
Whirlpool 2E 21% 16% 18% 19% t lV 
White Sewing 6% 4 5% 5% + Ve 
Zenith Rad. 2H 84 67'A 744 82% + BY 
AMERICAN 
STOCK EXCHANGE 
Muntz TV % VY % Wt “ie 
Singer Mfg. 2.2 40% 32% 39 38% VY 
Skiatron 6 3% 4“ 5 + % 
Du Mont Lab 5% 3 3% 4 t+ % 
Eureka Corp Ye Fa Ae Ae 
A—Also extra or extras. B—Annual rate plus stock dividend. E—Declared or paid so far this year. G—Paid 
t year. T Payable in stock during 1958, estimated cash value on ex-dividend or ex-distribution date. H- 
e fter stock je r split-up. P Paid this year, dividend omitted, deferred or no action 





ELECTRICAL MERCHANDISING—JULY, 


1958 











if 
| 



















MOTOR PERFORMANCE 
THAT SPEEDS TURNOVER 


When the appliance is powered by a Lamb Electric 
Motor, you can tell your customer about the out- 
standing performance of the motor —its quiet, 
dependable operation; its long life; and the fact 
that it was built by a company which has specialized 
in small motors for 41 years. 





Greater product appeal, resulting from these sales 
features, speeds turnover. This is one of the many 
reasons why leading dealers the country over like to 
handle appliances equipped with Lamb Electric 
Motors. 


THE LAMB ELECTRIC COMPANY e KENT, OHIO 


A Division of American Machine and Metals, 
In Canada: Lamb Electric 


Inc. 


Div. of Sangamo Company Ltd.—Leaside, Ont 


Motor parts 
for 
household appliances. 


pe 





Lightweight motor 
for 
portable devices. 


Turbine for 
canisfer-type 
vacuum cleaner. 


Lamb Elechric 


SPECIAL APPLICATION MOTORS 


FRACTIONAL HORSEPOWER 











Where 
Electric Utilities 
Vote YES 
on Higher Wattage 
Fast Recovery 
Electric Water Heating .. . 


Make Your Candidate 


; 
U 
’ 

t 


AHOASTMASTER 


QUICK-HEAT 
AUTOMATIC Electric WATER HEATERS 


@ New LIFE-BELT ELEMENT ... designed 
and engineered after the original LIFE- 


BELT high wattage element! 


@ WIDE AREA HEAT APPLICATION ... no 
lime or scale formation, no matter how 


high the wattage! 


@ HIGHER WATTAGE for any capacity from 
40 to 120 gallons, either round or table- 
top styles! 


4 
TAKE ADVANTAGE OF 
GIANT PERFORMANCE! 


*’’Toastmaster ond 
"‘Life-Belt’’ are reg 
istered trademarks 
of McGraw-Edison 
Co., Chicago. Copy- 
right, 1958 by Mc 
Graw-Edison Co 


P. 


McGRAW McGRAW-EDISON CO., Clark Division 
EDISON 5201 W. 65th St., Chicago 38, Ill. 


TOASTMASTER 
Avitomotic Woeter Heaters 
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economic currents 


Farmers: Prosperous 
Despite a Recession 


By the McGraw-Hill Dept. of Economics 


beg revival of the farmer in the midst of a recession is 
an important story to appliance dealers. For as the 


farmer prospers, he’ll become an excellent market for 
many appliances 


REVERSING A TREND Farm incomes began sliding 
in 1951. By the end of 1956 farm incomes had declined 
about 30 percent. This decline occurred in the face of a 
general, high level of prosperity for every other segment 
of the economy—and in spite of the fact that consump- 
tion of farm products has increased by about 11 percent 
past 10 years. It wasn’t until 1957 that the de 
cline came to a halt. 
Estimates indicate that farm incomes wv 
by five to 10 percent. Farm income in the 
this year amounted to an annual rate of 


percent higher than the same period of 


PRICES DO THE TRICK Of prime 

comeback of the farmer is the price situation. Since 1951 
prices on almost all goods or services have risen steadily, 
but the prices that were paid to farmers for their goods 
dropped fairly consistently during this period. Thus the 
farmers, like all other consumers, had to pay higher price 
for the goods they bought while receiving lower prices 
for the goods they sold. They were caught in a real 
squeeze between inflation and declining incomes. Now, 
however, farmers are receiving about 10 percent more for 
their products than they did a year ago. 

And because the prices on the goods farmers buy have 
only risen three percent, their increased costs have been 
more than offset by the higher prices on their produce 
And this situation should continue throughout the rest 
of the year. 

One of the most important factors which has brought 
about this favorable price situation has been the weather. 
The weather has always provided a great element of risk 
to the farmer—it can make or break him. Thus far this 
year it has been a real plus factor. The freezing tempera- 
tures in the south which took their toll on so many fruit 
and vegetable crops sent prices skyrocketing this spring 
The result has been that although there were smaller 
crops, the higher prices compensated for this loss. 

In addition to the greater income which farmers will 
receive for their products this year, their income will be 
further supplemented by government subsidies. It seems 


likely that these government supports will increase. 


MORE MONEY TO SPEND And on a per person basis 
the rising incomes will be even more significant. Al- 
though the farm population represents about 12 percent 
of the total U. S. population—and a sizable market for 
appliances—it has been declining for many years, so that 
the farm income pie is being divided among fewer and 
fewer people. By dividing total farm income among the 
20 million people now living on farms, the per capita in- 
come may reach an all-time high this year. 

But because those farmers who remain can show a prof- 
it, these profits will be translated into a whole array of 
purchases—not only machinery for his farm, but also ap- 
pliances, radios and television sets for his home. End 


JULY, 1958—ELECTRICAL MERCHANDISING 





“HIS MASTER'S VOICE" 


Now RCA Victor puts the experience 
that built 10 million TV sets into 
TVs biggest advances... 


Jet-tested portable TV “Wireless Wizard” electronic remote control 








< 





See the 
LOOK 
FEATURES 
VALUE 


everyone 





wants 











New RCA Victor black and white TV 


THE NEW 10 MILLION LINE! Portables with sky-high power... 


table TV, consoles with ‘‘One-Set”’ electronic fine tuning . . . “Wireless Wizard” remote control ... 10°. brighter 





picture. Powerful cascode tuners, stereo jacks, pull-push on-off, keyed AGC for better reception in difficult 
areas. Transformer-powered chassis, power-surge resistor in every set! New values that make it clear why 


every year more people buy RCA Victor than any other TV! 





WITH V ANTENNA. Proved in Boe () 


' " " " 
MO) fer p! Specia le ned tetrode tuner. Sleek “FI 


PORTABLE TV WITH 


test yw 


JET-TESTED POWER. Proved in special Boeing etlir JET-TESTED POWER, 
' p ». Spe ] lesigned tetrode tuner. 7 haat - 


tf) 


O08 sq. in. picture. G bor IPT9O tvling. Dorse MO sq. i ture. G ebor PPOOF) 






























DOUBLES AS A STEREO SPEAKER. [’luy a stereo player into the new jack NEW “WIRELESS WIZARD” REMOTE CONTROL. Works anywhere in the 
custom mmiplete stere tem! Doesn't use TV power. Keyed AGC, r when inserted is t. -funetion contro electronic. fu 
Coil OL sq I | t t most pot finishes, (21 D918) tuning, Vanni 2O2 sq n. pict e y most popular fimishe (21 RT963) 





LOWBOY TV—SIZED TO “BUILD IN.” Right for the “build in” market. All-front PRICE-LEADING DELUXE CONSOLE. [p-powered Deluxe chassis, 10% brighter 


onl One-Set” eles ic fine tuning, keved picture, “One-Set” electronic fine tuning }-speakers, Doubles as stereo 


) 


AG In 3 finishes. Brookfield. 262 sq. in. picture, (2] 1935) speaker, lone control. phono-jae k. Lindale. 262 sq. In, pie ture. (21D947) 
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Mark Series Abington, 21CD872 





Mark Scries Sanford, 21CD877 Viark Series Anderson, 21C D886 


in. picture 08 r 260 
q. in, pictu 2 7 i 4 


260 s 











Viark Series Townsend, 21CD890 Mark Series Pensbury, 21CD891 Mark Series Whitmore, 21 RC897 Mark Series Grenoble, 21RC898 
PERFORMANCE-PROVED MARK SERIES 

| ‘ft LTiitig vou want d new in olor 1\ is here in the new \l irk Ss il & 80 clubs, hotels. An authentic new | ren h Provine ial. Table 

s Improve 1 natural Living Color! Easy Color-Quick tuning! New and console TV with a new wireless remote control and electronic fine 
rof of rock-solid dependabilit tuning. And the debut of an all-time great exclusive—a 7-function 
\nd now to suppleme his great Mark Series line, RCA Victor wireless remote that gives you the dealer's dream demonstration! 

nnounces 6 new models to make vour color sales move! Phis is the Color TV they’ ve been waiting for. And now’s the time 
You can sella new Mark Series table set that doubles as a stereo- to sell. Sales are up. Customer interest up. Publicity up. The hand- 

phonic speaker. A 3-speaker lowboy that can be built in — ideal for writing is on the wall in—Color! 


Sell the difference 
Color makes! 


Now whenever you read the TV critics’ reviews—waves 
of raves. With new Mark Series advanced performance, 
they all like the picture. Its sharp, steady, easy to 
tune as black-and-white. 

Poday’s Color TV does make a big, dramatic difference 

and you can demonstrate and sell it right on your 
sales floor, in broad daylight. 

This year again you'll be backed up by a steady stream 
of RCA Victor national and local advertising, in-store pro- 
motions, merchandising tie-ins. Check your RCA Victor 
distributor for all the details—and deal yourself in! 








with the look they like_the performance 


Cer: 
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10 STEP-UP IN PICTURE BRIGHTNESS TABLE TV WITH STEPPED-UP POWER le 
, ble owt { \ , ) ' \ Mi} wy oe 
Tarrytown, 262 s 1. pict PP9O9 ‘ Donle f t » POT ir fimashe ) 
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id 
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CLEAN, COMPACT CONSOLE. \: 1 ! {) brighte CLOCK AND AUTOMATIC TV TIMER. | I IV on or off, remembers favorite 
picture, tul R Fidelity FM 1 4 y va. “Stay Ser” volume. sie Rell ainath es acai ei aeBias 
in. pict ry /3 f (21T925) 
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2-SPEAKER LOWBOY, TUNES FROM FRONT. r\ ui ean build peaker FM FRENCH PROVINCIAL WITH NEW DELUXE POWER. Electronic fine tuning, 10% 
sound. 10 brighte piet One-Set eleetroni fine tuning. Ke ‘ brighter picture, , speakers. Doubles as stereo speake r. Beaumont. 262 sq 
furniture finishes. (217939) in. picture. Genuine dark cherry, maple veneer paneling and solids, (21D953) 


AGC. Jamison, 262 





ance they want _the value they expect! 


STARRING THE BRILLIANT NEW 


Afi WMMUIM, (SOUS 


Miracle values specially designed to commemorate RCA Victor’s 10 million TV Line. 








le STYLED FOR VOLUME—PACKED WITH VALUE. \[I-front mitrols —ideal fo CONSOLE TV YOU CAN BUILD IN. Convenient all-front controls right for 
li One-Set’ fit ng (vou fine-tune partition. wall opening. room divider. Fine-furniture appearance. Wayne. 
) ( e). Keved AGC. Bart 62 sq. in. picture. | finishes. (2UT9OL5 H2 sq pieture. 3 most popular finishes. (217922) 











.' 
a 
P ai 3 
favorite LONG-RANGE POWER, HISTORY-MAKING VALUE. eluxe chassis and features 3-SPEAKER LOWBOY DELUXE. Klectronic fine tuning, 10° brighter picture. 
finish from top of line! Swivel base. electronic fine tuning, 3-speakers, Stereo All controls lighted. Doubles as stereo speaker. Kentwood, 262 sq. in. 
ind phono-jacks. } stunning finishes. Hillsdale. 262 sq.in. picture. (211937) picture. In 3 most popular furniture finishes. (21D949) 








: were 
uning, 10% “WIRELESS WIZARD” REMOTE CONTROL. Turns set on. off. selects channels. ADVANCED MARK SERIES COLOR TV. Sure. simplified Color-Quick tuning. 
ont % ) aa volume levels— from your chair or when inserted in special compartment in natural “Living Color,” proved dependable. Tinted safety window, 3-speakers 
, P1D9 3) the set. 5-speaker sound, Lambert, 262 sq. in, picture, 3 finishes, (21 RT965) Southbridge. 260 sq. in. picture. 3 handsome finishes. (21CD884) 

















NEW RCA VICTOR 10 MILLION LINE BRINGS YOU 


BIGGEST ADVANCES IN TV 








. A. 
“‘One-Set”’ “Wireless Wizard” Jet-tested Portables New Performance-Proved 
Electronic Fine Tuning Electronic Remote Control With sky-high Power “Living Color” 
: | | t-Line” portabl t] New M 
5h anne ,; i 
\ 
( \\ ' 


And here’s RCA Victor’s “10 Million Bonus” for yo 


extra-quality aiid you can sell up, up, up! 





The LOOK they like. (Cl: The PICTURE they want. | 3-speaker Panoramic FM. | \ th the New Orthophonic Hi-Fi Sound. Sel! RCA 
‘ | ‘ t ‘ 1 e tf he 1 \ 1 \ t ‘ te ‘ . 
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TV doubles as a Stereo Unit. Ster: Tube-saving power surge resistor. Sav‘ Powerhouse chassis with transformers, Tetrode tuner — specially “Saas for 
\\ F tube life, lengt et e. A printed circuits. Keyed AGC for best re portables. [xtra circuits block out un 
¢ tion in the most difficult ireas wanted signal il plif right one 
- ‘ N even in | ‘ priced table TV. e ne p er to low-cost portable r'\ 


FOR UHF it ed UHI 


AT YOUR eguahnigeed In most 
RCA wn te nici 


RCA VICTOR cau 


N OF AMERICA 





SEE THE RCA VICTOR EXHIBIT—SPACE 11-111 MERCHANDISE MART, CHICAGO 
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Cash inon the NE 


Hotpoint Freezer 


SAVINGS TIME 


PROMOTION 


You'll get more than your share of freezer sales with 
Hotpoint—because Hotpoint Dealers have— 


THE ONLY COMPLETE LINE IN THE BUSINESS! 


The right model at the right price to sell every prospect! 
You can offer three uprights (12, 16, and 18 cu. ft.), and four 
chest types (13, 17, 20, and 26 cu. ft.) 


A HOST OF QUALITY FEATURES! 


Aluminum liners, shelves, and coils (4 times faster freez- 
ing), sweat-proof shell-type condensers, automatic temp- 


erature control, famous Thriftmaster’ Unit, 5-Year Written 
Warranty against food spoilage, and many others. 


THE BIG ‘SAVINGS TIME'' PROMOTION! 
Backing up this great line of Freezers will be colorful 
SAVINGS TIME banners, displays, direct mail broadsides, 
and newspaper ads. They're especially designed and im- 
printed for you—to make your store THE ‘Food Freezer 
Center" in your community. 


Get the story on the big Hotpoint SAVINGS TIME Promo- 
tion from your Hotpoint Distributor today! 


Hotpoint Dealers’ profit opportunities are greater than ever before... 
if you’re not a Hotpoint Dealer—you should be! 


LOOK FOR THAT 


DIFFERENCE! ( your Cuktomens do!) 


HOTPOINT CO. (A Division of General Electric Company), CHICAGO 44, ILLINOIS 


CLOTHES DRYERS - 
FOOD FREEZERS ° 


ELECTRIC RANGES * REFRIGERATORS + AUTOMATIC WASHERS ° 
CUSTOMLINE * DISHWASHERS * DISPOSALLS” * WATER HEATERS ° 


COMBINATION WASHER-DRYERS 
AIR CONDITIONERS - TELEVISION 
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THERE ARE A LOT OF REASONS WHY 










| HOTPOINT HOME LAUNDRY] DEALERS 


- Sell with Pride | 
and Profit! 


You can sell the 1958 Hotpoint Line with the full These high quality standards mean matchless 




















confidence that it has been produced to the highest performance and enduring satisfaction for the cus- 


quality manufacturing standards in the industry. tomer. They mean clean, profitable sales and a 
It is the final product of top quality materials— minimum of service calls for the Dealer. 
expert craftsmanship—precision quality control— On these pages, we can show you only a few of 


and the most scientific production process in the the tests and processes that produce the Quality 
industry. Line—the Hotpoint Line. Your Hotpoint Distrib- 
utor will be glad to show you the “‘H Stands for 
Quality” film—and you'll learn of the many more 
reasons why Hotpoint Home Laundry Dealers 


SELL WITH PRIDE—AND PROFIT! 











Hotpoint Dealers’ profit opportunities are greater than ever before... 
if you’re not a Hotpoint Dealer—you should be! 





LOOK FOR THAT DIFFERENCE! ( Youn Cudlowens do!) 


HOTPOINT CO. (A DOwwision of General Electric Company). CHICAGO 44, ILLINOIS 


ELECTRIC RANGES * REFRIGERATORS + AUTOMATIC WASHERS * CLOTHES DRYERS * COMBINATION WASHER-DRYERS 
CUSTOMLINE * DISHWASHERS + DISPOSALLS® * WATER HEATERS * FOOD FREEZERS * AIR CONDITIONERS * TELEVISION 
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Every year, millions of pounds of premium steel flow into the largest, most 
modern Home Laundry plant in America. This steel—and all other raw materials 
—are subjected to more than 100,000 separate tests every year to make sure 
that they meet Hotpoint’s high quality standards. 


Cabinets and tubs are dipped in liquid porcelain which is baked on in the 
world’s largest porcelain enameling furnace. Only Hotpoint provides all-porce- 
lain enamel inside and out in every automatic washer model. That's why 
Hotpoint Dealers have no complaints about rust, stains, and corrosion. 


The heart of every Hotpoint washer is the new, rugged coaxial transmission. 
Every part is precision-made. For example, the spin shaft is held to a tolerance 
of less than three 10/1000ths of an inch. Every transmission is individually 
tested for performance. 





Every control and electrical connection of every Hotpoint washer is checked 
by a team of experts. Every washer is filled with water and operated. Every 
washer must pass tests for quietness and performance. In final assembly 
alone, hundreds of tests are made to guarantee Hotpoint quality. 
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This press forms Hotpoint 1-piece tubs from a single sheet of the finest 
steel. Another giant press forms Hotpoint’s cabinets from a single sheet of steel 
thicker than that used in automobile bodies. It’s easy to sell customers the 
added value of Hotpoint’s sturdy, seamless, 1-piece construction. 


Quality control marks every step in Hotpoint production. Every Hotpoint 
washer tub is precision-balanced with stroboscopic lights—the same method 
used in balancing airplane propellers. This precision test assures smooth, quiet 
operation and vibration-free performance—year after year. 


ty 
4 ‘ 


> 


The gear case of the Hotpoint coaxial transmission is completely sealed. 
In “accelerated-life” tests, it has recorded the equivalent of many years of 
hard wear—without a breakdown. It’s the world’s finest automatic trans- 
mission—and every model in the Hotpoint Line features it! 





me 
% en  . 


When Hotpoint Washers, Dryers, and Combinations have passed their 
final exacting tests, they are carefully crated for delivery to you. When you sell 
them, you can be truly sure that you are giving your customers matchless per- 
formance and enduring satisfaction. 
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you can offer 
this top quality 
Hotpoint =e. 
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Combination! 


Here’s the new Hotpoint Two-Dor Refrig- =. THE BUY OF THE YEAR! 
erator-Freezer that’s designed and priced to . mae 3 Full 12.1 cu. ft. cap. (NEMA) 
give your sales the BIG lift—the BIG up-turn! \ TN 101 Ib. cap. true freezer 


; 2 doors—2 cooling systems 
Bargain-hungry people will GET THE BUY OF Automatic defrosting 


THE YEAR AT $299.95 OR LESS—and you'll 4 Shelves—17 sq. ft. space 
get a clean, welcome profit! Get the details Thriftmaster’ unit 
from your Hotpoint Distributor today. 9 position cold control 


Hotpoint Dealers’ profit opportunities are greater than ever before... 
if you’re not a Hotpoint Dealer—you should be! 


LOOK FOR THAT DIFFERENCE! | Your Cus lamers do! 


HOTPOINT CO. (A Dwision of General Electric Company), CHICAGO 44, ILLINOIS 
ELECTRIC RANGES * REFRIGERATORS * AUTOMATIC WASHERS * CLOTHES DRYERS * COMBINATION WASHER-DRYERS 
CUSTOMLINE * DISHWASHERS « DISPOSALLS * WATER HEATERS * FOOD FREEZERS * AIR CONDITIONERS * TELEVISION 
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| F the appliance and television indus- 

try is to reverse the current down- 
ward trend, three things will have to be 
expanded: salesmanship, advertising and 
consumer credit. The last of these is of 
vital importance. 

Reversing the trend which had alarmed 
ome economists a few years back, con- 
sumers are paying off all types of install- 
ment debt at a faster rate than they are 
assuming new credit responsibilities. This 
trend must be reversed. At the moment, 
it is more fashionable to save than to 
pend. We must convince our customers 
that it is wise to save, but also that they 
should increase their standard of living 
in keeping with their increased incomes. 
It can be fashionable, in fact, to both save 
and spend in installments. 

There was little buying on the install- 
ment plan before the 1930’s and in those 
days, installment credit plans were de 
vised for the poor man. Today credit i 
available and should be used by all in 
come groups. We should educate our cus- 
tomers that buying on the installment 
plan no longer is being in debt xxx num- 
ber of dollars, but that they have xxx 
number of dollars of credit outstanding. 
Contrary to general opinion, the rate of 
buying on credit has not expanded as 
much as have incomes since 1940. Had 
Americans used the same amount of dis- 
cretionary spending in relation to earn- 
ings as they did in 1940, it would have 
produced over 12 billion dollars in addi- 
tional sales in 1957. People spent about 
31 of discretionary income on install- 
ment buying in 1940 and only 24% in 
1957. Based on predictions of population 
growth and higher incomes, consumer 
credit could expand 70% by 1963 without 
exceeding the 1940 ratio to discretionary 
spending power. 

Pre-war our economy was typified by 
the $25 a week family. Average earnings 
for factory workers were just around $25 
and the middle income family fell in the 
$1,000 to 1,500 group. Now the middle 
income family is in the $4,000 to $6,000 
income group. Weekly earnings in manu- 
facturing for 1957 were around $82.00 or 
over three times as much. Many of the 
families with new buying power have not 
been enticed to higher living standards. 

Those people who have postponed pur- 
chases could be persuaded to do a lot of 
spending if we tackled this problem of 
consumer credit intelligently. To begin 
with the trend is to more home ownership 
and home life. This gives us the oppor- 
tunity to help furnish that home. People 
also have more leisure and many of the 





MORT FARR SAYS: We Must 
Merchandise Credit 





JULY, 





Mort Farr, Upper Darby, Pa., dealer 


products we sell will help them to pleas- 
irably spend that leisure time. Installment 
credit should be promoted as the conve- 
nient way of acquiring family assets. Our 
competition is not brand against brand 
or store against store, but against other 
segments of our economy that are out for 
the consumer dollar. 


WHAT CAN WE DO ABOUT IT? First, 
we must recognize that there has been a 
change in the money market. The turn 
came last November when the Federal 
Reserve reversed its tight money policy, 
relaxed credit and reduced interest. To- 
day there is no shortage of money and 
terms are again favorable, but we can’t 
afford to wait for the market to change 
automatically. Jt is wp to us to merchan- 
dise credit. Generally speaking, install- 
ment sales are more profitable than cash 
sales. The person with cash in hand is 
more likely to shop for price than the 
credit buyer. And the customer who is 
attracted by terms is more interested in 
how much per week or month, than how 
much he is paying for the article. In ad- 
dition, it is possible to make additional 
profits on the finance charges themselves. 
Most financial institutions today allow a 
kick back on the finance charges to a 
dealer reserve that amounts to from 1 to 
1~, of the balance. The average is about 
115% and approximates the net profit of 
NARDA dealers which in 1957 was 1.6 of 
sales. This means that with average down 
payments on the installment sales that ac- 
tually profits are doubled. Dealers with 
sufficient capital to carry their own ac- 
counts find they make more money out of 


financing than merchandising. 


1936 





Today there are less people in the top 


income group, but many less in the low 
income group. We should aim for that 
large segment of the middle-class and 
tailor our terms to them. We should make 


it clear in all our advertising that we 


make it convenient to pay. Some people 
only require 30 days to pay for their pur- 
chases. Many will be attracted by 90 day 


terms and many more will be brought to 


your store by copy such as “keep cool 


with an air conditioner for $1.75 a week. 


EDUCATE OUR SALESMEN. Our 
salesmen must be trained to handle credit 
more effectively, and the banks and our 
suppliers should explain the basis for 
granting of credit. I have tried to deter- 
mine what we might tell customers is a 
safe limit for time payment purchasing 
without extending themselves. Recently a 
banker suggested one or all three of the 
following: consider a family with $500 a 
month take home pay, or $6000 a year. 
By one method he suggests our family 
should have debts not exceeding 20% of 
the year’s take-home pay, or $1200. The 
second rule is a family shouldn’t owe 
more than 10% of income it would pay 
off in one to two years. Using an 18 month 
average that would be around $900. By 
our third method, it takes a little figuring 
—first allow about 25% for shelter 
($125), one-third for food ($167) %e for 
clothing ($31) or $3823.00. This leaves 
about $180 of discretionary spending 
each month, or about $2160 per year. By 
this third credit rule, customers can go in 
debt for at least 43 of this amount or 
around $700. This would indicate that our 
middle income family can safely go in 
debt for from $700 to $1200. Tops to bear 
in mind is that it should not exceed 20 or 
25% of take home pay. 

There is also a vast potential of sales 
to existing customers thru the add-on sys- 
tem. People with partly paid accounts 
who have evidenced their ability to pay 
should be offered the opportunity of add- 
ing another appliance to their existing 
contract. 

Our manufacturers could also give an 
assist in their advertising by mentioning 
more often the availability of terms on 
the appliances we sell. There is a terrific 
underdeveloped potential buying power 
for our merchandise if we promote credit 
properly. It will take this expansion in 
consumer credit to keep pace with our ex- 
panding productive capacity and the in- 
creasing discretionary spending power of 
the American consumer. End 
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» Helena sean. one of 25,000,000 Monday, July 14, Helena fas- 
dedicated devotees of ALCOA Ccinated by fabulous commercial 
THEATRE, NBC-TV. on aluminum in appliances 

(freezers, refrigerators, air 
conditioners and fans). 


A 


4. Helena hustles the kids into 5. Dealer delivers hard sell on 
the car and Zips down to her trouble-free appliances made 
nearest home appliance dealer with Alcoa® Aluminum. 
(probably you). Helena's hooked! 
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5. Gracious, yes! Who wouldn't 
want appliances that stay 
sparklingly beautiful, clean 
in a jiffy, last longer? 


MORAL #1 


You can't sell appliances made 
with Alcoa Aluminum unless 
your salesmen know the benefits. 


(The aluminum parts in your 
appliances add value and quality 
»-eemake sure your salespeople 
sell these facts!) 


MORAL #2 


Have fun watching ALCOA 
THEATRE yourself Monday, 
July 14, when Jack Lemmon 
stars in "DAYS OF NOVEMBER," 
a tense wartime tale of a 
macabre lottery. 











Your Guide to 
the Best in 
Aluminum Value 





ACOa 





ALCOA 
ALU AAINU AA 


ALUMINUM COMPANY OF AMERICA 
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on these NBC-TV stations 


MONDAY NIGHT, JULY 14 


State 
ALABAMA 
Birmingham 
Mobile 
Montgomery 


ARIZONA 
Phoenix 


Tucson 


ARKANSAS 
Little Rock 


CALIFORNIA 
Fresno 

Los Angeles 
Sacramento 
San Diego 
San Francisco 


COLORADO 
Denver 


CONNECTICUT 


Station Channel Local Time 


WABT 
WALA-TV 
WSFA-TV 


KVAR 
KVOA-TV 


KARK-TV 


KMJ-TV 
KRCA 
KCRA-TV 
KFSD-TV 
KRON-TV 


KOA-TV 


Hartford-New Britain WNBC-TV 


DISTRICT OF COLUMBIA 


Washington 


FLORIDA 
Jacksonville 
Miami 
Tampa 


GEORGIA 
Atlanta 
Columbus 
Savannah 


ILLINOIS 
Chicago 
Peoria 
Rockford 


INDIANA 
Evansville 
Fort Wayne 
Indianapolis 
Lafayette 


Muncie 
South Bend 


IOWA 
Davenport 
Des Moines 
Sioux City 
Waterloo 

Cedar Rapids 


KANSAS 
Great Bend 
Wichita 


KENTUCKY 
Louisville 


LOUISIANA 
Baton Rouge 
New Orleans 
Shreveport 


MAINE 
Portland 


MARYLAND 
Baltimore 


MASSACHUSETTS 
Boston 
Springfield 


MICHIGAN 
Detroit 
Grand Rapids 
Lansing 


MINNESOTA 
Duluth 
Rochester 


WRC-TV 


WFGA-TV 
WCKT 
WFLA-TV 


WSB-TV 
WTVM 
WSAV-TV 


WNBQ 
WEEK-TV 
WTVO 


WFIE-TV 

WKJG-TV 
WFBM-TV 
WFAM-TV 


WNDU-TV 


woc-TV 
WHO-TV 
KTIV 
KWWL-TV 


KCKT-TV 
KARD-TV 


WAVE-TV 


WBRZ 
WDSU-TV 
KSLA-TV 


WCSH-TV 


WBAL-TV 


WBZ-TV 
WWLP-TV 


WWJ-TV 
WwOOoD-TV 
WJIM-TV 


WDSM-TV 
KROC-TV 


St. Paul-Minneapolis KSTP-TV 


MISSISSIPPI 
Jackson 


MISSOURI 
Kansas City 
St. Louis 
Springfield 


WLBT 


WDAF-TV 
KSD-TV 
KYTV 


13 8:30-9 PM 
10 8:30-9 PM 
12 8:30-9 PM 
12 7:30-8 PM 
4 7:30-8 PM 


4 8:30-9 PM 


24 9:30-10 PM 
4 9:30-10 PM 
3 9:30-10 PM 
10 9:30-10 PM 
4 9:30-10 PM 


4 7:30-8 PM 


30 9:30-10 PM 


4 9:30-10 PM 
12 9:30-10 PM 
7 9:30-10 PM 
8 9:30-10 PM 
2 9:30-10 PM 
28 9:30-10 PM 
3 9:30-10 PM 
5 8:30-9 PM 
43 8:30-9 PM 
39 8:30-9 PM 
14 8:30-9 PM 
33 8:30-9 PM 
6 8:30-9 PM 
59 8-8:30 PM 
delay 9 days 


delay 11 days 
46 8:30-9 PM 


6 8:30-9 PM 
12 8:30-9 PM 
4 8:30-9 PM 
7 8:30-9 PM 
2 8:30-9 PM 
3 8:30-9 PM 
3 8:30-9 PM 
2 8:30-9 PM 
6 8:30-9 PM 
12 10-10:30 PM 
Mon. 
6 9:30-10 PM 


ll 9:30-10 PM 


22 


am co 
www 
www 
sso 
o 
uv 
= 


6 8:30-9 PM 
10 8:30-9 PM 
5 8:30-9 PM 
3 8:30-9 PM 
4 8:30-9 PM 
5 8:30-9 PM 
3 8:30-9 PM 


State Station Channel Local Time 
NEBRASKA 

Omaha KMTV 3 8:30-9 PM 
NEW MEXICO 

Albuquerque KOB-TV 4 7:30-8 PM 
NEW YORK 

Binghampton WINR-TV 40 9:30-10 PM 
Buffalo WBUF-TV 17 9:30-10 PM 
New York City WRCA-TV 4 9:30-10 PM 
Plattsburgh 

Burlington, Vt WPTZ 5 9:30-10 PM 
Rochester WROC-TV 5 9:30-10 PM 
Schenectady WRGB 6 9:30-10 PM 
Syracuse WSYR-TV 3 9:30-10 PM 
Utica WKTV 13 9:30-10 PM 
Watertown-Carthage WCNY 7 = 10:30-11 PM 
NORTH CAROLINA 
Charlotte wSsoc-TV 9 9:30-10 PM 
Raleigh WRAL-TV 5 9:30-10 PM 
Winston-Salem WSJS-TV 12 9:30-10 PM 
NORTH DAKOTA 
Fargo WDAY-TV 6 10:30-11 PM 

Wed. 
OHIO 
Cincinnati WLW-TV 5 9:30-10 PM 
Cleveland KYW-TV 3 9:30-10 PM 
Columbus WLW-C 4 9:30-10 PM 
Dayton WLW-D 2 9:30-10 PM 
Toledo WSPD-TV 13 8:30-9 PM 
Youngstown WFMJ-TV 21 9:30-10 PM 
ed 
OKLAHOMA 
Oklahoma City WKY-TV 4 8:30-9 PM 
Tulsa KVOO-TV 2 9:30-10 PM 
Sun 
OREGON 
Portland KPTV 12 8:30-9 PM 
PENNSYLVANIA 
Erie WICU-TV 12 9:30-10 PM 
Johnstown WJAC-TV 6 9:30-10 PM 
Lancaster WGAL-TV 8 9:30-10 PM 
Philadelphia WRCV-TV 3 9:30-10 PM 
Pittsburgh WIIC-TV ll 9:30-10 PM 
Wilkes-Barre WBRE-TV 28 9:30-10 PM 
RHODE ISLAND 
Providence WJAR-TV 10 9:30-10 PM 
SOUTH CAROLINA 
Greenville WFBC-TV 4 9:30-10 PM 
TENNESSEE 
Chattanooga WRGP-TV 3 9:30-10 PM 
Knoxville WATE-TV 6 9:30-10 PM 
Memphis WMCT 5 8:30-9 PM 
Nashville WSN-TV 4 9:30-10 PM 
Tues. 
TEXAS 
Austin KTBC 7 9:30-10 PM 
Sun 
Corpus Christi KRIS-TV 6 7:30-8 PM 
Tues 
El Paso KTSM-TV 9 7:30-8 PM 
Fort Worth WBAP-TV 5 8:30-9 PM 
Houston KPRC-TV 2 8:30-9 PM 
Lubbock KDUB-TV 13 9:30-10 PM 
Sat 
San Antonio WOAI-TV 4 8:30-9 PM 
UTAH 
Salt Lake City KTVT 4 7:30-8 PM 
VIRGINIA 
Norfolk WVEC-TV 15 $:30-10 PM 
Richmond- 

Petersburg WXEX-TV 8 9:30-10 PM 
Roanoke WSLS-TV 10 9:30-10 PM 
WASHINGTON 
Seattle KOMO-TV 4 8:30-9 PM 
Spokane KHQ-TV 6 8:30-9 PM 
WEST VIRGINIA 
Huntington WSAZ-TV 3 9:30-10 PM 
Wheeling WTRF-TV 7 9:30-10 PM 
WISCONSIN 
Madison WMTV 33 8:30-9 PM 
Marinette WMBV-TV ll * 8:30-9 PM 
Milwaukee WTMJ-TV 4 8:30-9 PM 
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".and I save all the cost ~_ 


" 
every year! 


ZZ 


as 


ONLY Chalional Adding Machines have Live Keyboard... 


plus 


Never before haveso many time-and-effort- 
saving features been placed on one adding 
feature by fea- 


with any other adding machine: 


machine. Compare them 


ture 


1. “Live” keyboard. 

2. Instantly adjustable keytouch. 

3. Automatic clear signal. 

4. Subtractions print in red. 

5. Automati 

6. Automatic space-up of tape when total 


prints 


credit balance prints in red. 


Large answer dials. 
Easy-touch key action. 
Full visible keyboard. 





Automatic ciphers. 
. Rugged duty construction, 
. Keyboard interlock. 
Four-way paper space control. 
Three-way repeat. 
(quietness and beauty, too! ) 
Reduce hand-motion and effort up to 50% 


National’s “Live” key- 


board, instantly adjustable to any oper- 


with exclusive 
ator’s touch. E1 ery key operates the motor 

so vou can forget the motor bar. No 
more back-and-forth motion from keys to 
motor bar. 


THE NATIONAL CASH REGISTER COMPANY, payron 9, oun10 


989 OFFICES IN 


94 COUNTRIES 


JULY, 


13 other vital Owner-Operator features! 


4 
' 
! 
i 
1 
' 
1 
5 
' 
1 
1 
' 
' 
! 
1 
' 
' 
' 
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1958 


A National “De luxe” Adding Ma- 
chine pays for itself with the time- 
and-effort it saves 
ings as yearly profit. One hour a 
day saved with this National will, 
in the average office, repay 100% 
a year on the investment. See a 


continues Ssav- 


demonstration on your own work, 
Call nearest National branch office 


or dealer. See phone = 
<) 


bo« k yell “ pages . 


*TRADE MARK REG. U. S. PAT. OFF. 


epee 


ADDING MACHINES « CASH REGISTERS 
ACCOUNTING MACHINES 
nce paper (No Carson Reauintp) 
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NOW: 












ae. 


Timed for big layaway and 


midyear sales 


AUTOMATIC BLANKETS 
AT NEW LOW PRICES! 


e Famous Sleep-Guard* System ¢ 3 decorator colors— 
Dresden Blue, Rose Pink, Garden Green e Completely washable 
e Luxurious blend of rayon and cotton fabric by Chatham 


WAS $24.95 


. SA Now Only 
, $4995 


TWIN-BED SIZE 















DOUBLE-BED SIZE 





DUAL-CONTROL MODEL 


NOW , NOW x 
WAS $299 ni $9495 WAS sag95 TOW $3435 




















) 


AI 
—_ 

:_—- 
=» 

Ui f{|\\i 


*Manufacturer’s suggested retail price. Gene 


Limited Quantities... 








ral Electric Company, Automatic Blanket and Fan Department, Bridgeport 2, Connecticut. 


Order from Your Distributor Today! 





Progress ls Our Most Important Product 


GENERAL @@) ELECTRIC 


ELECTRICAL MERCHANDISING—JULY, 1958 





tip) tum FOR EXTRA 


twenar HD citcraic 












BUY NOW 






VALUES! 
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- Westinghouse brings home a winner 
in the Chicago Tribune! 


OTIS W. MEANS, District Mgr. 
Consumer Products Division 
Westinghouse Appliance Sales 


ns 
eas° Wu 
wo Fe an oe es et 
ng of thOh mele ex 
s . v q G : 


3 
ypuret onae 7 ne 295 oe =F 


quarv® 


i el ae 
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wexane - 


76 be BIG in Chicago, 
Westinghouse did it, e e 
you can do it too... : be BIG in the Inbune! 
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DIAL-A-MEAL FOOD GUIDE 


ae neg 


poast- MIN PER 18 
w 5 20 





















heads a long list of new features 
that make it easier to sell the 1958 = , 


ae 2-in-1 thermostatically con- 
* trolled unit makes every uten- 
electric ranges tv 


Spin the dial. Right before your prospect’s eyes the 
Food Guide selects correct time and temperature for 
perfect cooking results in roasting, baking, broiling, 
or surface cooking .. . automatically! Food Guide is 








a top ‘“‘customer convincer” for ’58, but by no means —e 
) the only one on the new RCA WHIRLPOOL electric > 
range. There are over twenty-five other demonstrable ; = . 
feature each a time and work saver, each de Exclusive, automatic Ke- 
atures ... each ¢ > ¢ york saver, eac = 
k Bob turns 5 shish-kabobs, cooks 
: signed to help prepare better tasting meals . — them perfectly. 
~~? and to help you make more sales! Don’t wait for 
] e,° ‘ ° 
\ >a competition to copy these features! Start selling 
| > SF them today with the range that has them today 
} SS . . » RCA WHIRLPOOL! 
6 @ Infinite-heat selection on all 4 surface units. 
e Easiest-to-set, easiest-to-sell “2-Set" clock. 
e@ High-speed Flash unit heats to high in 13 seconds. 
@ One simple control for all oven cooking. 
e Easier-to-clean recessed top. 


Exclusive Roto-Baste auto- 
matically spreads juices over 
meat during roasting. 


RCA WHIRLPOOL Home Appliances 
Products of WHIRLPOOL CORPORATION St. Joseph, Michigan 





Z Me = 


“Join pl... it’s easier to sell RCA WHIRLPOOL than sell against it! = “»*" 


M 
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SELL THE BUILT- 
IN LOOK with this 


RCA WHIRLPOOL free- 





MARK XVII 
NO-FROST 
REFRIGERATOR-FREEZER 


standing unit tnat in- 





Look at these sales-closing features 


ge) Whirlpool REFRIGERATOR 


pee. a Bie 5 iS bw? 8 ; ] : Se 7 ‘2 ~ r 7 5 ¥. r Fy a 5 i ‘oirea en eee Tag mr it 3 
! ey * wee 

. : eg ost x 
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FLUSH-TO-WALL ICE CUBE FLUSH-TO-WALL LOW TEMPERATURE 
INSTALLATION EJECTOR BIN DOOR HINGE MEAT CHEST 


Needs no venting or air space A touch on the handle of the Refrigerator and freezer doors Special lower temperature in the 
Having no exterior coils, it fits nverted tray showers cubes are hinged to open within the Meat Chest (just above freez- 
flush to wall or cabinets in back nto removable bin. No more width of the cabinet shell, al- ing) maintains meat flavor and 


J 


and on both sides prying, pulling or wasted cubes. lowing flush-to-wall installation. freshness longer. 





RCA WHIRLPOOL Home Appliances... Products of WHIRLPOOL CORPORATION St. Joseph, Michigan 


Join up!...it’s easier to sell RCA WHIRLPOOL 
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NO FROST IN 
REFRIGERATOR 


The RCA WHIRLPOOL uses an entirely new method of 
refrigeration. So remarkable is this new principle that * 
neither the freezer nor refrigerator food storage compart- Exclusive 
ment ever needs defrosting, because no frost can ever 
form in either of these sections. Think of the sales ad- 4 if ° ' 
vantage this exclusive feature gives you over competition! air pu rl ying system e 
And, ““NO FROST” merely begins the sales excitement. 
With its exclusive Air Purifying System, the RCA WHIRLPOOL 
keeps food fresher, longer. Air inside the refrigerator is 
conditioned by ultra-violet rays to help retard bacteria 
e ee 99 growth and food deterioration. Flavor “keeps” better, 
in t e n Oo r ost too, because air is fan-circulated throughout the refrig- 


erator, maintaining proper, balanced cold all over. 


- FREEZER ia] = 


model EI-13B 


13.1 cu. ft. refrig- 
erator-freezer witha 
9.3 cu. ft. automat- 
ic defrosting refrig- 
erator and a 131- 
pound freezer. 


TILT-DOWN-CRISPER GLIDE-OUT 

IN THE DOOR ICE TRAY SHELF 

Deep, wide, translucent crisper In the RCA WHIRLPOOL, the ice 

tilts out of door for putting tray shelf glides right out, mak- 

food in or taking it out. Re- ing trays easy to remove with- ae 
sta . ; ; . : . I would like to have more information on 

moves entirely for cleaning. out tugging or pulling. 


* 
REFRIGERATOR SALES DIVISION 
WHIRLPOOL CORPORATION, ST. JOSEPH, MICHIGAN 


RCA WHIRLPOOL refrigerators and refrigerator-freezers. 


) 


: FIRM NAME 
a 

7 et oerren 
aS 


ANI 
“Uli 


MY NAME 
ADDRESS _ 


than sell against it! ae aa iat 
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Food temperature won't vary 
more than 1° because of Tite 
Seal construction, dense insu 


lation properly paced coils 


...exclusive in 


Whinulpoot FREEZERS 
_. REEZES FOOD 


cabinet construction stops 
moisture condensation, end 


com, TWICE AS FAST 


That’s right . . . Fast Freeze Fan freezes food 
twice as fast. Incorporating a technique of commercial 
freezing — it blows **sero-cold”’ air over the food to 
blast freeze it and thus ‘“‘lock in’ flavor, freshness, and 
nutrition. Use this optional item to close sales faster on 

—_ -— = ca any RCA WHIRLPOOL model chest or upright it fits 
Fest contact freezing in chest them all. And, this is only one of the many exclusive 
and upright models ill features found in the new, RCA WHIRLPOOL freezers. Con- 
— — to prime ftreez tact your RCA WHIRLPOOL distributor now, and be among 
ng s ace 


1 


the first to offer these sensational values! 


RCA WHIRLPOOL Home Appliances 
Products of WHIRLPOOL CORPORATION St. Joseph, Michigan 


Join up!...it’s easier to sell RCA WHIRLPOOL than sell against it! 


i RCA out trademark owner Radio ¢ ' fA 
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OFFER THREE DIFFERENT 
ADD-ON THERMOSTATS- 
STOCK ONE BASIC UNIT 


Start with Honeywell’s basic 


(596 Adatrol* for manual control of 





Room Heaters, Wall Furnaces 


and Floor Furnaces 


New C596 Adatrol—smaller... 
higher capacity ... with “‘A’’ cock 

B’’ Cock... complete pilot 
shut-off unregulated pilot gas 
... With or without pressure regulator. 


With just a screwdriver add any of these three thermostats....PLUS V5100 
= Pressure Regulator 
N”™ you can offer specific thermo- 


static control best-suited to individ- 
ual needs. You can sell budget-minded 
customers the basic C596 Adatrol now, 


and their choice of add-on thermostats 





later. Honeywell's add-on Pressure Regu- 
®@ Snap Action Thermo- ® Modusnap* Thermo- @ Wall Mounted Ther- @ Pressure Regulator . y 


stat (V5165 Adatrol) is stat snap action and mod mostat with 24 volt oper- easily added-on to basic lator permits you to handle changes be- 
achieved by adding T5000 ulating control (V5166 ator (V8168 Adatrol). unit or any thermostat ° 1: : 
Thermostat. Adatrol-Modusnap). combination. tween street gases requiring a regulator 


and LP gases that do not. For complete 


information call your local Honeywell 
H Il] office, or write Minneapolis-Honeywell, 
oneywe Dept. EM-7-113, Minneapolis 8, Minn. 

ademark 7 P 
Fiat ww Coitrol 


ELECTRICAL MERCHANDISING—JULY, 





1958 





PAGE 39 


* ..dealers can coneentrate on 


their important job—selling” 


says . = WALKER, President, Deep South 
Supply Co., Atlanta, Georgia. 


Eve county in the State of Georgia is covered by an alert 
COMMERCIAL CREDIT office. Even the most remote areas are 
serviced. This kind of thoroughness means more selling 
pportunities for dealers using the ComMEeRCcIAL Crepit PLAN 
Credit checks can be had quickly and dealers get on-the-spot 
attention on daily financing problems. The local offices of 
COMMERCIAL CrRepiItT do such a good job of handling paper work 
ind collections that dealers can concentrate on their important 
job—selling. Customers like the feeling of security the insur- 
ince coverage of the PLAN gives them, and dealers like the 
freedom of action possible when their working capital is not 
tied up in floor stock.” 


Commercial Credit dealers 
are successful dealers 





Write or call the nearest CovmmerctaL Crepir CORPORATION 
office for complete information on the benefits of COMMERCIAL 
Crepit PLan. Why not do it, today? 


A service offered through subsidiaries of the 
Commercial Credit Company, Baltimore . . . Capital 
and Surplus over $200,000,000 . .. offices in principal 
cities of the United States and Canada 
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Will You Fit Into This 
Retirement Picture? 


You can, if you start planning now—and here’s how to do it in the 
words of dealer C. M. DAVIDSON who studied problems facing re- 
tailers when they retire and then set about solving them. Now he has 
retired—successfully—and his advice can help you do the same 

























































































Here’s How To Plan Your Retirement 


OW can you retire successfully and 


That question is being asked witl 
creased freq iency these days as the 
imber of our “senior citizens” grows 
Man retired pet ple who have the in- 


I t travel or to live as they pleas 
are st inhappy because they feel they 
have “nothing to do,” are unwanted, and 
eft it of things 

Others ; orced t e with relatives 
é se of insufficient income. They t 
re often frustrated and depressed 

Retailers, perhaps more than most 
ther older people, need a retirement in- 

me plan because they will not qualif 
for pensio1 I know this can be done be 

se I was an appliance dealer and I’ve 
tudie t how a retailer can approac} 
tl roblem. And I’ve practiced what | 

n pout to preact! 

The requirements for a successf re 
tirement are quite simple. There are, of 
rs¢ man nd idual dev itions Ba 
cal } ever need to do fou 

thing 
Ly = r retirement when yé re 
2) Plan all the things you want to d 
vhen retire: automobile trips; fish- 
ng trips; traveling abroad; gardening 
or just sitting around being lazy. Y« 
name it 


Having decided these things, fig- 
ire out what it would cost to live retired 
for one year today, doing the things you 
want to do. Then add two percent to this 
total cost for every year you expect to 
work, i.e. twenty-five years—fifty percent, 
is the cost of living is expected to rise 
fifty percent in the next twenty-five years 

4) Select the method you will use to 
build your retirement income and stick 
to it through hell and high water. 
Planning what you are going to do 
er retirement accomplishes several im- 
portant purposes besides acting as a 
guide to required retirement income. It’s 
ike having a rainbow to admire daily 
he knowledge and anticipation that 
find the treasure at the foot of 
the rainbow when you retire. Thus you 
anticipate and look forward to retire- 
ment. Perhaps you will have the oppor- 
tunity of doing some of these dreamed of 
activities before retirement. You may con- 


CONTINUED 


sider postponing these adventures until 
you retire and place the money they would 
cost in your retirement investment fund 
where a dollar invested then may give 
you several dollars to spend later. Early 
planning for good-living in retirement 
whets your appetite and desire for retire 
nent and banishes those “I don’t know 
what to do’ and “unwanted-unneeded”’ 
feelings. 

There are many ways to build retire- 
ment incomes. Several plans for accumu- 
lating retirement income will follow, or 
perhaps you have a plan of your own. 
These brief outlines are to start you 
thinking and enumerate a few of the ad- 


antages and pitfall 


Social Security 


Maximum Social Security should be the 
retirement income plan. It 
is one of the few funds which can be 
depended upon during depressions, wars, 
and other national catastrophies. Every- 
one who is eligible should try to qualify 
for the maximum Social Security pay- 
ments. Remember, if you can qualify, you 
have a privilege many worthy citizens are 
denied. The maximum monthly payment 
is not adequate to cover even a modest 
cost of living, but it greatly simplifies the 
planning and building of an adequate re- 
tirement income. Social Security payments 
are fixed and have been for several years, 
vet our cost of living increases each year 


and the payments become more and more 


inadequate. Just how long our Congress 
will allow this inequity is a moot ques 
tion. Congress may also correct another 


shortcoming of Social Security: many peo 


Insurance Annuities 


A combination of Social Security and 
insurance annuity is the safest means of 
providing a positive, set retirement in- 
come. Almost all other media are specu- 
lative to some degree. 

Three hundred dollars per month is the 
amount most often mentioned today by 
retired couples as the minimum required 
to live in modest comfort. If you are a 





* SE ae PSI Se 


Cc. M. DAVIDSON knows what he’s talking 
about, whether it’s appliances or retirement. A 
successful dealer for 27 years, he closed his 
Miami store in 1953 and began devoting more 
of his time to writing, a part-time avocation 
he followed even while active in business. Over 


the years he has contributed many articles on 





retail management and merchandising to ELEC 
TRICAL MERCHANDISING. His last article 
written as a dealer was called “One Dealer’s 
Swan Song” and appeared in the issue of De- 
cember 1953. In this latest article he makes his 
initial appearance to qualify as an expert in a 


new field—retirement. 


SULY, 1938 






married couple and the husband is thirty 


years old and you want a similar income 
when you retire at sixty-five, it might be 
worked out something like this: you will 
work thirty-five years after starting the 
annuity payments, so you add two per 
cent for each working year, or seventy 
percent to cover the increase in the cost 
of living during that period. The total 
then required would be $510 per month 
Maximum Social Security will probably 
have increased to at least $160 per month 
when you retire. Thus, you would need to 
provide $350 per month by annuity. If 
started at the age 30 an annuity of this 
amount would cost approximately $87 pei 
month. If you postpone starting the an 
nuity until you are older, it would cost a 
great deal more. Starting at the age 40 
and retiring with the same income at 65 
would cost over $200 per month. Combi 
nation policies including payments in case 
of death are available 

Annuities have at least one drawback 
They are based upon the husband stay- 
ing alive. If he dies before the target re 
tirement age, the wife gets a refund 
the total premiums paid or the guaranteed 


] 


cash value of the policy. There are n 
annuity payments. If the husband dies 
after the income starts, the payments art 
continued to the beneficiary for approxi 
mately ten years. As the records shov 
that wives are outliving their husband 
by many years, it might be possible for 
the payments to stop just when your 
wife needed them the most. 

This is not so with stocks, real estate 
and some other media. While they are 
speculative, what the couple has pur- 
chased before the husband dies, pays at 
least a part of the target income. If death 
occurs after the full income is realized, it 
continues to pay the wife as long as she 
lives and can be passed along to the chil- 
dren or other relatives. 

If you feel you cannot afford insurance 
annuity and have to turn to a medium 
which might return a greater income for 
a smaller investment, remember these 
other media are speculative, you could 


lose and you will need a guidance expert. 


Savings and Loan 
Association Accounts 


Building a retirement fund by savings 
in a Savings and Loan Association is, 
to some extent, comparable to investing 
in insurance annuities. The rate of inter- 
usually three and 
one half to four percent as compared to 


est is slightly higher, 


three percent for insurance, but in neither 
will your savings grow much faster than 
the three to four percent dividends. 
Wherever possible, it is advisable for 
every family to have a savings account in 
one of these institutions for an emer- 
gency. It gives one a very comfortable 
feeling to have some funds on deposit 
where they are earning a fair rate of in- 
terest and still can be withdrawn immedi- 
(Continued on page 68 
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Look What a TV Program 
Did For This Dealer 


Ever since he opened a store in Orlando, Fla., in late 1954, dealer 


Paul Dixon, at left in the picture above, has put the bulk of his 


advertising money into a western TV show. The results have been 


little short of spectacular, as the graph above clearly indicates 


“NO you think TV advertising won’t 
kK work. 


Paul L. Dixon, electrical appliance 
dealer in Orlando, Florida, since Decem- 
ber 1954, will argue that TV advertising 
pays and back it up with facts. Ninety 
percent of his advertising is done on one 
local TV station. This year he has set a 
quota of one million dollars for his gross 
sales and plans to spend just $26,500 on 
TV advertising. 

Dixon opened his store in a small but 
growing business district about three 
miles from the center of Orlando where 
parking was no problem. The surrounding 
vicinity was well populated with owners 
and renters of medium priced homes. 
Dixon’s was the only appliance store in 
this area at the time. There had been 
other appliance stores but they met with 


no success. 
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In budgeting for his first full year 
(1955), Dixon realized he had to make a 
quota of $200,000 to stay in business. He 
felt that what he needed was an advertis- 
ing ‘gimmick.’ To find the right gimmick 
was his problem. 

At about the same time, a local TV 
station was offering a show consisting of 
western and folk music. Guest perform- 
ers, a girl singer, and a comedian added 
to the attractiveness of the program. 
Dixon liked the show, as did many of his 
friends. He decided that this was it 
his gimmick. He would advertise on TV 
with a live show. “The Paul L. Dixon 
Five Owl Show” became his medium. 

For the first few months he used spot 
commercials with the announcer repre- 
senting his business. At the TV station it 
was suggested that it would give a per- 
sonal touch and help sell appliances if 


he would appear with the announcer. 

It took a iot of nerve to go on for the 
first time. But Dixon did all right. He 
sold nine G-E room air conditioners over 
the telephone before he left the station. 

By the end of the year the $200,000 
quota had jumped to a reality of $296,000 
at a cost of $9,500 paid out for TV adver- 
tising. In 1956 he set a quota of $400,000 
and invested $14,500 in TV advertising. 
Gross sales amounted to $511,000. The 
1957 quota was $650,000. He _ spent 
$22,500 for the same kind of advertising. 
Business amounted to $884,000 in gross 
sales. 

During the months of August and Sep- 
tember in 1957, Dixon’s sales accomplish- 
ments were the highest in the three states 
of South Carolina, Georgia and Flor- 
ida. For this achievement he received the 
General Electric Company’s P. A. Tilley 
award. It consisted of a plaque and a 
sterling silver punch bowl. 

Dixon attributes much of his success 
to the type of entertainment he uses on 
TV. He realizes that in advertising his 
merchandise he must have the type of 
show which will appeal to a large percent- 
age of middle class people who are the 
buying power of his area. End 





From this warehouse sales floor, Atlanta, Ga., dealer Bill Sharpe 


last year sold $138,000 worth of reconditioned appliances—at 


prices good enough to provide 18 percent of the firm’s net take on 


all white goods. It’s all possible because Sharpe has learned... 


How to Recondition 


a Refrigerator for $18 


By BILL McGUIRE 


NDERSIZED, malodorous, dented 
| | and chipped, yesterday’s refrig- 
erators, ranges and washers, are 
objects of scorn to many a dealer. To 
Atlanta’s Bill Sharpe, they’re life savers. 
“Last year,” he says, “our used ap- 
pliance operation kept us from taking a 
deep, red bath, and maybe worse.” 

In 1957, the $138,000 worth of trade- 
ins reconditioned and resold by Sharpe’s 
accounted for 18 
percent of the then four-outlet firm’s net 


Appliance Stores, Inc., 


on its $1,250,000 white goods volume. The 


average markup of all units run through 
the shop was 43 percent over the sum 
ventory value and the cost of mate 
and labor required to reconditi« 
Refrigerators are by far Sharpe 
ommon and most profitable candi- 
for reconditioning 
wing 100 boxes through the shop 
an average reconditioning 
‘r $18 per unit, labor and 
the resale formula 


Por frigcgerator 
or retrigerators 


selling 
price. Thus, a box which the store has 
inventoried at $25 will sell for about 


2.25 x inventory value + $20 


$76.25. 

Sharpe’s used appliances are taken in 
trade by the store’s 19 outside salesmen. 
Playing it by ear rather than blue book, 
they trade fast in customers’ homes, put- 
ting a ceiling on their allowances of 60- 
70 percent of what they estimate resale 
value to be. This allowance runs from 1.5 
to two times book value. Book, in turn, is 
generally not far from the inventory value 
Sharp will use for the unit. The differ- 
ence between allowance and inventory val- 
ie is charged against the list price of the 
new piece, as a discount. In case of fla- 
grant over-allowances the salesman’s com- 
mission may be cut or eliminated. 

Sharpe’s trade-ins are tested and recon- 
ditioned under a program largely adapted 
from Frigidaire’s ‘‘Tested, Approved and 
Guaranteed” plan, but including elements 
from other manufacturers’ methods. The 
result: an efficient, profitable operation. 


Here, step by step, is how 
Sharpe reconditions trade-ins 


Receiving and Inspection: 
$1 for Labor 

Incoming trades are sprayed inside 
and out with an exterminating agent, 
then stored in warehouse basement until 
enough have been collected to start a 
reconditioning run 

First step in this process is for a re 
ceiving clerk ($1.50 per hour) to spend 
appraising 
each piece. A box that won’t run and is 


$50-60) is 


30 minutes checking and 
in the lowest resale bracket 
written off as junk. Checker then uses 
blue-book as a rough guide to estimate 
“as is” value of unit. It goes into inven- 
tory at that price. 

Parts obviously in need of replace- 
ment and missing parts are then listed. 
One profitable practice: Sharpe insists 
pick-up 


parts that are around house when they 


that delivery men any loose 


take in trades. 


Cleaning: $1.50 for Labor 


A box can be cleaned thoroughly in 90 
minutes (one man at $1 per hour). The 
interior and components are scrubbed 
down with a light solution of a stripping 
compound (Sharp uses 150 pounds a 


year at 27 cents a pound). The box and 





accessories are rinsed, reassembled and 
the unit rolled onto a low dolly on which 
it moves to the shop. 

Range cleaning takes longer. Remov- 
able parts are cleaned in a stronger solu- 
tion of the stripping compound which 
has been heated to 150 degrees. A stove 
cleaner in jelly form is used for inac- 
cessible areas ($7.50 for a gallon which 
goes a long way). 

Although it takes longer to clean a 
range than a refrigerator, no painting is 
necessary with the former so that total 
reconditioning time is the same. 


Shop Repair: $2 for Labor 


Two men (each at $2 an hour) handle 
shop repair and spray painting, alter- 
nating on these jobs. 

Some units roll through shop repair 
in five minutes, others require several 
hours. One hour is the average. Opera- 
tions range from a fast plug-in check of 
an obviously good box to adjusting 
switches, using a watt meter to test cur- 
rent consumption, running a compres- 
sion test, pulling a vacuum, and re- 
charging a down unit. The job is accom- 
plished without pulling the refrigeration 
unit from the cabinet. 

Sharp also does contract work for 
other dealers (above) in which the unit 
is removed. 


Preparation for Painting: 
$2 for Labor 


One semi-skilled ($1 per hour) man 
prepares trade-ins for painting in an av- 
erage of two hours per piece. This can 
involve spot sanding, masking, occa- 
sional priming and mechanical details 
such as replacing hinges, removing dents 
from box exterior, and mounting new gas- 
kets and breaker strips. 


Some of Sharpe’s men can even patch 
porcelain. The abrasion is filled with 
special putty and then polished to a high 
gloss with dampened waterproof sand- 
paper. Next, it’s sprayed with seven 
coats of lacquer at one-minute intervals. 
The completed job dries quickly. 


Painting: $2 for Labor 


Either of Sharpe’s two shop repair- 
spray paint men can paint a used re- 
frigerator in 30 minutes. They apply one 








coat, using, on an average, about 75 cents 
worth of enamel which costs $9.75 a gallon. 
Shelves and evaporators are also painted 
at the same time—with a commercially 
prepared aluminum spray. 

Since only skirts, legs and wringer 
painted, wringer 
washers can be completely processed in 
even less time than is the case with re- 
frigerators. 

Appliances are allowed to dry with- 
out benefit of heat lamps for a 10 to 12 
hour period before they finally take their 
place on Sharpe’s sales floor. 


assemblies can be 





Finally, carrying a 90-day guarantee, the completely 
reconditioned unit reaches Sharpe’s sales floor 


\ 7 HEN a unit completes its recondi- 

tioning cycle, it’s trucked across 
the courtyard to the ground floor of the 
warehouse, where reworked merchandise 
is stored, displayed and sold. There, it’s 
sprayed with an odor-eliminating agent 
containing perfumes to conceal odors 
and masking agents to absorb them. 
Sharpe gets a lot of mileage out of a 
gallon of this concentrate (cost: $3.85), 
since in use it’s cut 1:7 with water. As a 
final anti-odor measure, refrigerator 
doors are left open through the night 
from time to time. 

Used appliances are priced by R. M. 
Dempsey, the firm’s sales manager, who 
bases his prices on Sharpe’s resale formula 
and his knowledge of the market. From 
the warehouse floor, salesmen sell the re- 
conditioned trades for the standard eight 
percent commission. Boxes six or eight 
years old bring $80. Bigness is a negative 
factor here. Small pieces in this age group 
sell faster than large ones, and at equally 
good prices. Models two to three years old, 
with some deluxe features, yield up to 
$150. Here, the bigger the box, the bet- 


ter the price. No rebuilt appliances 
brings the firm a figure which is less than 
$50. 

All used pieces are sold with 90-day 
P & L guarantee (plus whatever’s left 
on the original five-year unit warranty 
and with exchange privileges at full 
purchase price on new units of similar 
category up to 12 months after sale. 
About 10 percent come back via this 
route. Sharpe is glad to see them, not 
only because each means a new sale 
has been made, but because deprecia- 
tion of used appliances is practically 
nil. All that’s lost are the $10 delivery 
cost and the $5 which the firm invests 
in the average warranty. 

Low rate of depreciation makes it 
possible for Sharpe to be lenient in 
credit sales of used white goods. An 
eight-year old box is worth as much as 
one that’s seven, he finds, so reposses- 
sion poses no problem. The firm simply 
picks up the piece, runs it through the 
cleaning operation, and puts it back in 
the warehouse for resale at no appre- 
ciable loss. End 
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MERICANS last year proved the con- 
A tinuing popularity of radio listen- 
ing by digging into their wallets to 
Ninety-six 


percent of homes now have at least one 


buy 15.3 million radio sets. 


working radio; two-thirds of American 
families own two or more sets 

Does your advertising reach this tre- 
nendous audience? Many retailers broke 
off a long series of radio advertising suc- 
cesses when, in 1947, they saw national 
advertisers switching from radio to net- 
work TV. If you were among them and 
till think radio is on its last legs, take 
a look at the figures for 1957: radio ad- 
vertising by national brands was up 4.7 
percent over the 1956 level. That per- 


centage increase represents an added $4 





Costs are low, results are big, only if you know how to 


GET FULL VALUE FROM 
YOUR RADIO ADVERTISING 


million for radio. National advertisers 
just don’t add that much cargo to a 
sinking ship. 

Radio is still the same low-cost, high- 
impact advertising medium it was before 
the TV bugaboo reared its head. The 
secret of radio advertising is not whether 
to use it, but how to use it. 

To give your advertising dollar maxi- 
mum impact, ask these questions before 


you buy radio: 


What type person do I want to hit with 
my message? 

First rule of hunting is to be able to 
recognize the rabbit when you see him. 
Decide who your best prospects are— 
what their income is, whether they are 


sully, 



















white-collar, industrial, or rural work- 
ers. Then find a station that hits your 
target. 

Every radio station has a “personality” 

a general programming tone _ that 
draws a certain type audience. Ask the 
station’s salesman what population seg- 
ment listens to his station; then check 
on it yourself by listening to the station 
and by asking your target types which 
station they tune in most often. 

Another aid in picking the right sta- 
tion is advice of noncompetitive retailers 
who sell the same people you want to 
reach. Ask them about their experience 
in radio—best station, best times, best 
program types. If they’ve been “taken” 
by a local station, they’ll let you know 





1958—ELECTRICAL MERCHANDISING 




























| 
Vl vy 
[a 


4 
4 5 Ay y D 
s > 
rr ‘ 


a! 





+ bad 
a 


= 
Iwi) 
CEN Re 
LAAN“ A\ 9 4 
» 


“t+ OI a. 
GH \cHOg), 7 
» oe > 


4 





By BILLY 


BARNES 


it in a hurry, and you won’t have risked 


your money getting this information. If 


like the 
doing for them, chances are they’ll want 
to talk about that, too. 


they job a certain station is 


When should my sales message be 
broadcast? 

National surveys show the average “ra- 
shapes up like this: 
from 6 to 7:30 am are 
primarily rural and industrial workers 
and their families. Around 7:30, white- 


dio listening day” 
Radio listeners 


collar families tune in until 8:30, when 
the husband and children leave the wife 
alone with her radio set. The audience, 
primarily female until 5 pm 
when men tune in their car radios on the 
way home from work. From 6 pm until 
midnight the audience is generally com- 
posed of family groups. 

How to make this pattern work for 
you? Push impulse-purchase items to 
the women in daytime. From 5-10 p.m., 
have radio tell about your refrigerators, 
television and other large family-deci- 
sion items needing the interest and at- 
tention of both husband and wife. 


then, is 


Which programs draw the audience I 
want to reach? 

Radio Advertising Bureau studies find 
giving first preference to 
music, with daytime serials 
soap operas) and news programs their 
second and third choices. 

Both “white-collar” and “industrial- 
worker” heads of families devote most 


housewives 
popular 
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of their listening hours to popular music. 
News is second favorite, with variety 
programs third. 

Professional men (who listen an aver- 
age of 11 hours, 36 minutes each week) 
give first choice to news programs, sec- 
ond to popular music, third to variety 
shows. 

Maybe you can’t buy a whole news or 
music show. But you can slip a spot an- 


nouncement in beside the 


show your 
prospects listen to. 
What geographical area do I want 


to cover? 

If you have a small store in a heavily- 
populated area, a small station can do 
the job nicely. If prospects are 
spread thinly over a large area, a sta- 
tion of 5,000 watts or more is for you. 


your 


Be conservative about power of the sta- 
tion you use. In most areas the price of 
radio time rises directly with the sta- 
tions’ transmitting wattages. Unless the 
more-powerful station reaches more of 
the people you need to reach, don’t be 
impressed by wattage figures. 

When an air salesman calls on you he 
will probably bring the station’s “cover- 
age map” with darkened portion showing 
area covered by the station. Bear in mind 
this type map only shows the area where 
people can listen to the station—not 
where people do listen. 


Should I do all my advertising on one 
station? 

To a large extent, each station has a 
different audience. You may need to use 
two or more stations to reach different 
audience segments, plugging different 
items with each group. But in figuring 
don’t forget that percentage of 
“frequency discount” rises as your vol- 
ume of business with a single station 


increases, 


costs 


Network affiliates—independent “news- 
and-music” stations; which type should 
I use? 

Chances are your area has both kinds 
of stations. And there’s a possibility both 
types are first-class operations. But net- 
work-affiliated generally have 
more prestige, more attractive program- 
ming than their competition. Place your 
announcements next to a popular net- 
work show and you can count on your 
dollar’s worth of listener impressions. 

But don’t write off news-and-music sta- 
tions. If they make up for lack of network 
programming by originating lots of good 
live, local programs; if they build real 


stations 





announcer personalities whose names are 
known by everyone in town, then you had 
better move in closer. 

The clunkers you have to watch out for 
are news-and-music outfits that have in- 
experienced announcers constantly re- 
“top twenty tunes” for a 
devoted but very limited audience. This, 
again, is the “station personality” in 
action. 


peating the 


How can I tell how much my advertis- 

ing dollar is buying? 
The method most widely used for meas- 
uring worth of the radio advertising dol- 
(Continued on page 76) 
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merchandising 


No matter what you’re selling, it’s the IDEA that counts 


ST. PATRICK’S DAY: Wearing O’ the Green Sale 


An annual “Irish Bargain Party” pro- 
motion based on St. Patrick’s Day has paid 
off for several] years for Dunk and Bright 
Furniture Co., Inc., Syracuse, N. Y. 

NEWSPAPER EYE CATCHERS: This 
year the firm did a take off on its corpo- 
rate name to set the theme. Calling them- 
selves “O’Dunk ’n O’Bright” a series of 
inusua@l newspaper ads were used to ad- 


vise the public of the event. Photos of 
store personnel in ads showed them wear- 
ing sketched-in Irish hats on which the 
name of each was inscribed. The principal 


newspaper ad, done in green, appeared 


CLOCK SALES: 


Stanley Appliance Co., in St. Louis, 
Mo., finds that the quickest and most ef- 
fective way to accelerate clock sales is 
through the use of a mass display so large 


that it cannot escape notice. What’s more, 
eir point with a display 


fixture which sells 150 clocks per month 


SIZE COUNTS: Taking advantage f 
an odd corner of the store, the owner, 
D. L. Stanley, constructed a shelving ar- 
rangement which contained 76 compart- 
ments of various sizes. These ranged from 
6 x 6 inches to 2'4 feet by 10 inches. The 
overall unit was painted bright pastel 


CIVIL DEFENSE TIE-IN: A 








Sattler’s in Buffalo, N. Y., knew that a 
local Civil Defense exercise was planned 
for the city They were also aware that 


pedestrians had been ordered from the 


treets for a ten-minute period during that 
exercise. So they made plan 
HOW IT WORKED: When the rel 


went off in Buffalo on the day of the 


Mass Display 





four days in advance of St. Patrick’s day, 
with smaller follow-up ads closer to the 
event. Flyers were sent out to regular cus- 
tomers a week in advance, and carried a 
similar theme inviting them to a private 
customer sale. Radio spots were couched 
in Irish jargon. 


THE BIG DAY: On St. Patrick’s day, 
and for the period of the promotion spe- 


cially priced items throughout the store 


were marked with green tags. Since news- 
paper ads and flyers had already an- 
nounced that 25% off was the rule for any- 
thing with a “touch o’ green” in the store, 


Does The Job 


blue, against which clocks of every de- 


scription contrast brilliantly. The sizing 
of individual compartments allows plen- 
ty of space for everything from full-size 


mantel clocks on down to miniature 
alarms. In addition Stanley also displays 
more expensive d ial-purpose inits con- 


taining barometers, novelty children’s 
clocks, timer models, etc. A broad vertical 
panel at the left of the fixture is put to 


work in displaying kitchen models 


WHAT IT’S MEANT: Since its incep- 
tion, Stanley’s big clock display has 


moved an average of 150 clocks per 


Unique Promotion 





Sattler’s had readied in each of the store’s 
departments an item which they offered 
at half-price during the course of the ten 
minute alert. The only promotional medi- 
um used in advance was an institutional 
advertisement in a local newspaper the 
night before the alert. Close to 100 differ- 
ent items billed as “Ten Minute Specials” 
were included in the sale, and the promo- 
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the meaning was obvious to prospects 
Salesmen wore green and white striped 
vests, and a three piece band played Irish 
music throughout the promotion which 
began on a Friday and ended on a Mon- 
day. As special traffic pullers the store 
offered free Irish dolls to junior visitors, 
and Irish whiskey for those thirsty pros- 
pects wanting a little nip. 

William Bright, a store executive, esti 
mated that total costs ran to about $1200. 
Bright added, “as our big sale of the year 
these costs were negligible. Heavy traf- 
fic and excellent business were more tha 
enough to offset them. 


month. Impulse buyers, at first amused by 
the extensive display, account for 90 per 
cent of this volume. As added impetus the 
store marks down several leaders in the 
clock inventory each week, and this meth 
od of attractively pricing individual items 
is carried on a rotating basis through 
out the year. The fact that customers no- 
tice the display and head for it even when 
their primary interest is in something else 
convinces Stanley that the clock display 
pays secondary dividends. When Junior 
breaks the family clock Stanley’s Appli- 
ance is the first store to come to mind, and 


that, says Stanley, ‘“‘makes our sales.” 


tion represented no increase over the 


store’s daily advertising expense. 


THE RESULT: Pedestrians flocked in 
to the store during the alert, conforming 
not only with CD instructions to clear the 
street, but in order to take advantage of 
half-price specials. During the ten-minute 
period Sattler’s sold more than 4,000 items 
End 
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Blue Curtain in background forms a portable theater in which Hampton Electric can demonstrate 
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color TV without worrying about the high level of lighting in the 


RCA VICTOR 


ins compariaet 





8 ne wnt 


balance of showroom. 


He Built a Portable Theater 
To Demonstrate Color 


For $200 Hampton Electric in St. Louis licked the problem of demon- 


strating color on the sales floor. The result: they’re selling sets to six 


out of every 10 guests invited in for a color party 


NVESTING approximately $200 in 

the construction of a “theater” en- 

closure set up in the center of the 
showroom helped Hampton Electric 
Company, St. Louis, Mo., sell over 100 
color TV sets last year. 

Van Vancil, department 
sales manager, built the enclosure him- 
self, using lightweight aluminum tubing 
from the store’s electrical contracting 


appliance 


department, screw-together tees and cor- 
fabrics 
which make up the roof, sides, and rear 


ner joints. The blue drapery 


walls were already on hand, at least in 
part, supplied for window backdrops by 
one television manufacturer. When Van- 
cil sent out an emergency call for more, 
his suppliers obligingly filled in the defi- 
cit. The result was an enclosure light 
enough to be easily moved from place to 
place as desired, and equally easy to 
“knock down” for storage whenever nec- 
essary. 


Twelve feet wide, seven feet high, and 
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eight feet deep, the enclosure has helped 
Vancil lick what he feels is the most dif- 
ficult problem in color television presen- 
tation—the fact that the average pros- 
pect doesn’t get a true idea of the color 
rendition when a set is demonstrated in 
ordinary daylight. Even during the eve- 
ning hours in the showroom there is 
enough ‘competition’ from artificial 
light sources to make a discouraging pic- 
ture on the face of the set. 

For the past several years Hampton 
Electric Company has been carrying out 
“home demonstrations.” Sales where 
such demonstrations are concerned were 
invariably good. The store did not feel 
it could afford to make a home demon- 
stration such as this, at an average cost 
of $15 or 
prospect. The store could, however, use 
the enclosure to set up a darked-out dis- 
play system for its color television and 
that’s why Vancil decided to build the 
enclosure. 


more, for every color TV 


Results were immediate and emphatic, 
Vancil indicated. Whereas color televi- 
sion in the showroom had _ heretofore 
created only mild interest, it was soon 
apparent that customers in the show- 
room would stand for long periods of 
time, looking into the curtained-off en- 
closure at whatever color presentation 
was on. This encouraged Vancil to write 
personal letters to select groups of color 
TV prospects, inviting them to come in 
to witness special color presentations, 
such as spectaculars, big parades, etc., 
in full color. Making a “party” out of 
such events and choosing his guests 
carefully, Vancil hit the pleasant figure 
of six sales for every ten “party guests” 
during the latter half of 1957, when the 
enclosure went into operation. End 





Theater was built in store’s own workshop by 
using aluminum tubing from firm’s electrical 
contracting department. 










































Are you making as much money as you should? 


Many dealers aren’t, says Professor Davidson, and the reason is 
simple: they make too many decisions without regard to the con- 
sequences on their net. In other words, they’re not “‘profit-minded” 
Fortunately, there’s an easy way to foresee the impact of specific 
decisions on your profit picture. It’s called break-even analysis 


and it provides a yardstick for profitable planning. 


HOW TO FIGURE YOUR 


BREAK-EVEN 
PO! 


By WILLIAM R. DAVIDSON, Ph.D. ote OHni0 state UNIVERSITY 





THY d many dealers fail to make profits are the result of the inter-relation trated in the f wing t 
a fair profit on their operatio1 ship between a number of complex fac- 1. What will be r profit t xX 
Q 


irprisingly enough, the reason tors. He knows that he must consider the ales volume? 
fter that the dealer is not profit profit consequences of all important busi- 2. What additior ile n 


be required to cover the additional fixed 


This does not mean that he is not inte! costs arising from a store modernizatio1 
ested in profits. It means, rather, that he Questions To Answer program? 
makes t many decisions without regard The successful business manager finds 3. What sales volume is required to ear! 
to the profit consequences that he must spend a lot of time attempt- a designated profit? 
Many dealers, for example, are primat ing to anticipate probable future condi- 4. What sales volume is needed to cove 
es-minded—operating on the pri tions. It is not enough to try to foretell, as an additional variable cost resulting fron 
cipie tnat a ther problems will take care realistically as possible, local business a change in salesmen’s compensation 
f themselves if only there is enough sales conditions, trade trends, and other exter- rates? 
volum nal matters. Such questions must be related 5. How will a given reduction in gross 
Othe are primar price-minded to the economic structure of the business margin make a change in our break-even 
They're first f the sales-minded in question. And, to do this, it is necessary point’? 


dealer tne f t prices are at a to know all about the firm’s economic 6. If we change from a lease which in 
sufficiently | evel there be enough structure. This is often done through what volves a fixed amount of rent to a lease 
olume is known as “break-even analvsis.”’ that involves a “percent of sales rent,” 
St he re minded. “Treat Such analvsis involves the inter-rela- how will this change our break-even 

the customer right nave tionship among several variables—sales point? 

tomer for life” is their motto. Many dealer volume, margin, and costs. But costs are 

have built their businesses on this pattern recognized as being of two classes, fixed Summary of Procedure 

but have failed to realize that in today’s and variable. Emphasis is focused upon the Break-even analysis involves a relative 


market many consumers take for granted marginal income—i.e., the income over and ly simple five-step procedure 

the idea that they will be able to get satis- above the variable costs associated with a 

factory service somewhere given volume of business. 1. Classify all individual expense ac 
Certainly all of these factor Sales, Through analysis of these variables, a count items into two group l fixed 

price, service, et are important. The number of questions can be answered, and and (2) variable. 

‘“profit-minded” manager recognizes, how through such answers, certain major deci- Some expenses will probably be recog- 

ever, that profits do not come about auto- sions can be made more intelligently. The nized as semi-variable. That is, they may 

matically by doing some other one thing in kind of questions that can be answered contain fixed elements, but also mav vary 

an outstanding manner. He knows that through the use of such analysis are illus- with sales to some extent. Such items 











JULY, 1958—ELECTRICAL MERCHANDISING 





may be divided into “fixed’”’ and “variable” 


components, according to judgment about 
the relative importance of each such com- 
ponent 


» 


2. Determine the variable 


io. This is done by expressing the total 


expense Ta- 


amount of variable expenses as a percent 
of sales volume. This can be done on the 
basis of either actual or budgeted volume 


and expense data 


3. Decide upon the gross margin ratio. 
The gross margin ratio may be an actual 


figure from recent experience, or it also 


can be a hypothetical margin used for 
planning purposes. 
4. Calculate the marginal income ratio. 


Do this by subtracting the variable ex- 
pense ratio from the gross margin ratio. 
This is the proportion of sales volume that 
is available to the dealer to cover his fixed 


Here’s How One Dealer Used Break-even Analysis 


way break-even analysis 


= the v 
Wa ised by the owners of the Uni- 


versity Appliance Co., whose operations 
have been used to illustrate the first two 
articles in this series (EM, May and June 
1958 


Figuring the Break-Even Point 


Break-even analysis relies on use of the 


budget figures shown in With 


Figure 1. 


these figures at hand, the dealer then fol- 
lowed the five step procedure outlined 
above. Here how it was done: 

] ( nication of expense items. 
Each expense item was ¢ lassified as fixed 


| variable V . OF 


and tne amo 


semi-variable (SV 
int of each item was distrib- 


ited directly to the appropriate column 
on the worksheet (Figure 1 
Semi-variable items were then divided 


into fixed and variable For 


example, two regular service men were paid 
} 


DaSsé 


components. 


wage of $75 per week, or an annual 
fixed expense of $7,800. The remainder of 


this item, $4,620, consisted of overtime 


hours, extra hours worked by a part-time 
man, and expenses incurred by service 
men. This part of the account was consid- 


ed variable in relation to sales. 


Some accounts, such as “miscellaneous 


administrative expense,” 
number of different 


contained a large 
kind of payments, 
which were fixed and others were 


some of 


known to be variable. Most of these items 
were divided 50-50 among fixed and vari- 
able expenses 


») 


jected 


Variable expense ratio: 


At the pro- 
volume level, variable ex- 
penses amounted to $30,260. The variable 


sales 


expense ratio was, therefore, 14.6 percent 
$30,260 divided by planned sales of 
$207,000 

3 Gro 


ss Margin: The planned gross 


margin merchandise’ plus _ service) 


amounted to 33 percent of projected sales. 
The vari- 
able expense ratio of 14.6 percent was sub- 


1) Marginal income ratio: 


tracted from the margin of 33 percent. 
This left 18.4 percent as the marginal in- 
come ratio. This is the percent of sales 
that is 


variable expenses ) 


volume available (after allowing 
for covering fixed 


expenses and for realizing a net profit. 


for 
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The break-even 
point was figured as follows: 


5) Break-even point: 


$32,970 of fixed expense : 
$179,185 

.184 marginal income ratio 
At this volume of $179,185, the marginal 
income ratio of .184 or 18.4 percent would 
vield a marginal income of $32,970, which 
would be just equal to the fixed expenses. 
Above this volume level, University could 
operate in the “black,” but below this level 
would be incurred. 


} 
losses 


Charting the Break-Even Point 





expenses and net profit. 

5. Figure the break-even point. This is 
done by dividing the marginal income ra- 
tio the dollar amount of fixed 
penses. The answer is the volume 
which is required by the dealer to break 


into ex- 


sales 


even. Below this calculated sales volume, 
losses would be expected to occur. Above 
it, profits can be expected in the dealer’s 


operation. 


In His Own Business 


can be understood more readily if the re- 


lationships involved in break-even analysis 


are shown on graph on following page 
Figure 2 

To prepare such a chart and expect 
accurate results, a good sheet of graph 


paper must be used. Lines on the graph 
paper should be close enough together so 
that figures can be plotted or read to the 
nearest thousand dollars without difficulty. 
A scale for sales volume is up along 
the “X” or horizontal Margin and 
expense are read along the “Y” or ver- 


set 


axis. 

















The economic structure of a business tical axis. After establishing the scales, 
MORE> 
Nature of 
Expense Expense Distribution 
Budget Items Fixed Variable 
Net sales for year $207,000 | 
Cost of goods sold 138,690 
Gross margin (#1—#2 68,310 
4. Operating expenses, tota 63,230 32,970 30,260 
A. Administrative, tota 45,630 
a) Owner's salary 7,500 F 7,500 
b) Office salaries 930 SV 3,600 
(f). Employer's share (S.S. & U.S 790 SV 395 
(c) Salesmen’s compensation 1,390 V 
d) Servicemen’s wages, expense 12,420 SV 7,800 4.620 
Delivery, warehouse salaries 3,600 F 600 
k) Vehicle maintenance 1,870 V 1,87 
(t) Vehicle depreciation 700 F 0 
(m) Office, store supplies 830 SV 415 4}5 
(n) Credit, trade information 40 \ 40 
(0) Collection costs . 80 ' 80 
(p) Miscellaneous administrative expense 2,480 SV 1,240 1,240 
B. Occupancy expense, total 4940 
(g) Light and heat 1,000 F 1,000 
(h) Janitor service 340 F 340 
(i) Rent 3,600 F 3,600 
C. (I) Advertising expense 5,180 V 5,180 
D. (w) Bad debt losses 970 V 970 
E. All other expenses, total 6,510 
(q) Taxes, except on property, income ................ 980 F 980 
(x) Interest ee 1,240 Vy 1,240 
(u) Shop equipment depreciation 350 F 350 
(v) Trade in losses 1,040 V 1,040 
(r) Miscellaneous other expense 2,900 SV 1,450 1,450 
5. Net operating profit (#3—#4) 5,080 














Figure 1—First step in break-even analysis 
involves 


classifying each expense item as 





19S6 


fixed, variable or semi-variable. University 
Appliance Co. used a worksheet like this. 
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A YARDSTICK For Profitable Planning conte 


+ 


the following steps are taken in charting ase of University, the fixed expense line line intersects the gross margin line is 


the break-even point is plotted at $32,97 


0 the break-even point. Usually it cannot be 


read as accurately from a graph as it can 





1 G mard Points are located 3) Total expense Next, it is desirable be computed. It is apparent, however, that 
for the purpose of plotting a line for gross to plot three points for a line for total the graph yields the same results. The 
margin Dwi points are adequate but as expense. At zero sales volume there would break-even point, previo isly calculated at 
a check, it Ss desirable tT pilot tnree such be no variable expense so this line may $179,185, appears at the ime location on 
points. One of these points is “0”. At n be started at the left of the graph at the the graph below 
sales volume, the margin will, of course evel of fixed expense. Two additional Below this point (to the left of it) the 
be zel In the case of University, at $100, points were plotted for University: margin is not adequate to cover total ex 
000 of volume the margin would be $33 , pense. Above it (to the right) the margil 
000 and at $200,000 of volume the margin AC @ sates votume 0) is above the total expense line and pronts 

. > . Expense $100,000 S90 000 . 
W d be $66,000. All of these points fal ' < , are realized. One of the big advantage 
m the same line. After the line is plotted, Variable (14.6 14,600 29 200 f the graph is that it gives a picture of 
the gross margin at any given sales vol Fixed 32,970 32,970 probable conditions over a range of sale 
pe Sees an be read directly from thi Tota 17.570 62.170 lume. For example, the owner can read 
hart from the chart about how much profit 
These points were plotted on the graph to vould be real if sales amounted to 

Ps Fixed expenses A line for fixed determine the location of the line for to- about $230,000 instead of the $207,000 
expenses is then plotted on the chart By tal expense which was budgeted. He could also tell 
definition. this is a constant factor. In the The point at which the total expense about what losses would be incurred at 


Break-even Chart for University Appliance Company 


Margin and 
Expenses in 
Thousand 

Dollars 


180 220 240 260 280 300 











40 60 80 100 120 140 160 


Sales Volume in Thousand Dollars 









BREAK — EVEN § POINT 


Figure 2 The tneory behind break-even analysis becomes $179,185. Volume at less than this figure would involve a 
clear when plotted on a graph. Break-even points is shown loss (since total expenses would be more than gross mar- 
at the intersection of lines representing gross margin and gin). Volume above this point would represent profitable 
total expense. In the example above, break-even point 1s business to the dealer concerned. 
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any point below the break-even point. 
This would be very helpful in anticipating 
the need for cutting costs in a period of 


declining sales volume. 


How Valid is Break-Even Analysis? 

While break-even analysis can be very 
helpful, it must not be used blindly. Math- 
ematical relationships must always meet 
the test of good common sense before be- 
ing applied to a business situation. This 
that 
observed. 


means several precautions must be 

First, it must be remembered that such 
an analysis involves estimates or projec- 
different 
gross margin, and expenses, divided into 
One 
not be lulled into a false sense of security 
checking other 
If the sales gain involves a reduc- 


tions of several factors: sales, 


fixed and variable categories. must 


by a sales gain, without 
factors 


tion in the gross margin rate used in the 
analysis, or if it involves an increase in 
the variable expense rate, then the project- 
ed profit relationships will, of course, no 
longer hold. 

Second, such a chart is useful only over 
a range 
level of 


a limited range of sales volume 
extending not too far from the 
sales volume anticipated in the analysis. 
For example, in Figure 2, assume that 
sales would increase to near the $300,000 
level. It is not likely that the firm would 
have the capacity to do this volume with- 
out adding to its fixed Some- 
where along the line a new truck, new 
shop equipment, or other services would 
have to be added, and there would be a 
fixed expense structure. Then, it 
would be make up a 
break-even chart. Similarly, if times got 
really tough, the owner would probably find 


expenses. 


new 


necessary to new 





a way to get rid of some fixed expense, 
and would then have to restudy his sales 
volume and cost relationship in the light of 
such changes. 

Third, the kind of relationships shown 
in Figure 2 lures into the 
trap of trying to operate on the basis of 
“plus” For 
that it is late in the year and it is apparent 
to the owner that he is operating well 
above the break-even point. He may feel 
that he has already covered his fixed ex- 
penses, so that now all he has to do is cov- 


some dealers 


business. example, assume 


er variable expenses to have a net profit 
contribution. If this leads to substantial 
additional volume obtained on a cut price 
basis, he may have to add new personnel 
or equipment to take care of the business. 
Then, he will fiind that his cost structure 
has changed, as pointed out in the 
ceding paragraph. 


pre- 


Here Are Three More Ways In Which Break-even Analysis Pays Off 


B REAK-EVEN analysis can be used as 
a guide in making a wide variety of 
other business decisions. For example: 

Assume that Uni- 
versity decides to expand by renting the 


Expanding Facilities: 


storeroom next door. The rent will be $150 
per month. It is expected that this will 
add $400 year to 
fixed expenses of occupancy. Otherwise, the 


also about per other 
expense structure is expected to remain the 
same as shown in Figure 1. At the current 
gross margin rate, what volume would be 
required to break even? This may be con- 
sidered in relation to the five basic steps 
already outlined. 

(1) Variable would be the 
same. Fixed expenses would increase by 
$2,200 ($1,800 for rent and $400 for occu- 
pancy) to $35,170. 

(2) The variable expense ratio 
still be the same: 14.6 percent. 

(3) The gross margin would be the 
same: 33 percent. 

(4) The marginal income ratio would 
be the same: 18.4 percent. 

(5) The break-even point would now be 
determined as follows: 

$35,170 of fixed expense 


expenses 


would 


= $191,140 





.184 marginal income ratio 

To cover the additional $2,200 of fixed 
expense the break-even point has _in- 
creased from $179,185 to $191,140, or by 
6.7 percent. 

Reduction in Margin: Suppose that 
University Appliance decided to become 
more promotional in character and will 
feature many price leaders in advertising. 
Furthermore, this involves giving sales- 
men more latitude in negotiating prices 
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with consumers. It is expected that the 
gross margin rate will drop by about 5 
percentage points, or to about 28 percent. 
How would this affect the break-even 
point, if there was no change in the ex- 
pense structure? The five steps 
follows: 

(1) Fixed expenses remain at $32,970. 

(2) The variable expense rate is 14.6 
percent. 


are as 


(3) The gross margin now becomes 28 
percent. 

(4) The marginal income ratio is now 
13.4 percent (28 percent gross margin less 


ABOUT THIS SERIES. 
AND REPRINTS OF IT 


The hundreds of appliance dealers 
who have heard Prof. Davidson at 
NARDA conventions or attended his 
lectures at NARDA’s Institute of Man- 
agement in Washington each year rec- 
ognize him as a keen analyst of the 
appliance-radio-TV field. This is the 
final installment in a three-part series 
on profit-loss analysis prepared es- 
pecially for ELECTRICAL MER- 
CHANDISING by Prof. Davidson. 
The first two articles (“Stop Those 
Profit Leaks” and “Plan for a Profit’) 
appeared in the May and June issues 
respectively. Reprints of the entire 
series are available; requests should 
be addressed to The Editor, ELEC- 
TRICAL MERCHANDISING, 330 W. 
42nd St., New York 36, N. Y. Single 
copies are free; prices on quantity 
orders will be supplied on request. 


| 
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14.6 percent variable expense ratio 
(5) The break-even point is as follows: 


$35,170 of fixed expenses dele 
$262,460 





.134 marginal income ratio ~ 

Thus, the break-even point has shifted 
from $179,185 to a new level of $262,460, 
or has increased by 46.5 percent. 

Volume Required for Predetermined 
Profit: Under the conditions stated in the 
problem given just above, how much vol- 
ume would be required to realize a net 
profit of $10,000? Since the net profit is 
considered as a requirement which is fixed 
in amount, it may be added to the fixed 
expense component for purposes of solv- 
ing this problem: 

(1) The fixed element 
$42,970 ($32,970 of fixed expense plus 
$10,000 net profit requirement). 

(2) Variable expenses remain 14.6 per- 
cent. 

(3) The gross margin is still 28 percent. 

(4) The marginal income ratio is still 
13.4 percent. 

(5) The volume requirement is now: 

$42,970 of fixed requirement 


now becomes 


= $320,670 





.134 marginal income ratio 

With only 13.4 percent of the sales vol- 
ume available for fixed expenses and prof- 
it, a volume of $320,670 would be required 
for $10,000 of net profit. This is probably 
an understatement because the solution 
has taken the volume outside the range 
of University’s operating experience. It 
would probably take some increase in 
fixed expense items to support this vol- 
ume, which would change the whole ex- 
pense structure and require a new set of 
calculations. End 
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\ansas City dealer Don Rose runs an expanding 






yne-man operation. 























A big reason for his success is that 


HE SPECIALIZES 
IN RANGES 
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LTHOUGH FLOOR SPACE is at premium in Rose’s dozen ranges are on display at all times. Thi 

City Appliance store, a minimum of a helps build reputation for specializing in range 
Y ANSAS City dealer Don Rose likes to $20,000-a-month volume runs 50-50 on old Thus Rose is able to make money on 
kK ell electric ranges. He has some and new homes. both new and used ranges. “One of our 
mighty good reasons. He sells some For this reason, Rose finds that trade- best volume producers,” he says, “is a 
10 a year. They contribute a healthy 13 ins are an important part of his busi- $249.95 with trade-in deal. Our cost on 
percent of his business. They carry a ness. And he likes the trade-in situation this range is around $165, to which we 
27 or 28 percent mark-up and, from the on electric ranges. “While used gas add about $10 for delivery and $8 for 
tandpoint of trade-ins and _ service, ranges move slowly,” he points out, installation costs. This totals $183, leaving 
they give Rose little troubl« “used electric ranges move out well to us about a $66 profit. The customer’s 
Rose runs Twin-City Appliances a one- people who use them in equipping rental trade-in, usually in the $40 bracket, is 
man-plus-bookkeeper-and-serviceman op- property, to customers who own homes brought into the inventory free with $20 
eration located midway between several in the $8000 to $12,000 range, to people of its value charged to used appliances 

suburban areas dotted with homes in the with cabins on lakes, and to residents of and the rest to new range sale. 7 - 

520,000-up bracket together with settle- rural areas who otherwise would have “We don’t even do badly with our $199 
ments of substantial older homes. His to go to expensive LP gas.” leader,” Rose hastens to add. “We buy 
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it for $143 and delivery and installation He featured a $479 range in most of and is careful to keep a good selection 


boost our costs to about $161. Though these earlier ads. The campaign turned on hand. Despite a space limitation of 
we don’t make 20 percent, it’s a sure- out badly for Rose. less than 3000 square feet, he has found 
fire traffic-builder.” ’ Rose then reversed himself and pro- it important to have at least a dozen 
This is why Rose regards “electric moted low-end merchandise in the $250- range models always on display. These 
ranges as one of my most salable items, and-under bracket. He found a fairly units vary in price from $199 to $429. 
next to air-conditioners.” fast upturn in traffic and sales. But he Being a small operator, Rose regrets 
doesn’t believe in promoting stripped or he can’t give all the time needed to his 
Uses Experience non-automatic models, even though, as built-in range business, but he has made 
Rose has only been in business for of now, 50 percent of his sales are from a healthy dent in that demand, which 
himself for two years. But he brought ranges priced under $250. constitutes about 30 percent of his range 
to his business a wealth of information His ads on the low-cost ranges include volume. He finds that built-in sales with 
gathered during a seven-year stint as a two a week on his $199 leader. the work subcontracted to carpenters, 
top salesman for the Kansas City Power installation specialty firms, etc., average 
& Light Co. Emphasis on Features about $600 per sale and are increasing 
Drawing on his utility experience, But once he has a prospect in his steadily. 
Rose knows the value of promotions and store, Rose doesn’t stress price. He 
he knows enough to tie in with a good stresses effective, cooler, cleaner cook- Other Advantages 
promotion when he sees one. He use ing. He pushes features such as five But Rose feels that being a small 
as a key sales aid Kansas City Power & heat controls on one model (explaining dealer has other advantages, among 
Light’s free wiring program for homes that just as a housewife needs different them the personalized attention hard to 
with inadequate electrical service. If a controls on a washer for laundering dif- find at places with a large number of 
customer is doubtful as to whether she ferent garments, so she needs a similar hired personnel. He also has an over- 
has adequate service for a range, Rose choice of controls for different kinds of head under $1200, which means that he. 
reminds her that the power company will foods). can meet and often cut under deals of- 
install a 100-amp set-up and range cir Rose has found that ovens, if dis- fered by retailers saddled with sales 
cuit at no cost to her. He finds that cussed properly, make a deep impression commissions, heavy warehousing over- 
about 50 percent of his customers are on women. He uses the new, wider, not- heads, etc. Rose has just one serviceman 
vithout range circuits. so-deep ovens on most ranges to arouse and assigns about four percent of his 
the prospec t’s interest. gross business to service. He is open six 
Value of a Price Leader Rose knows that the 30-inch range days a week from 9 a. m. to 10 p. m. 
Rose recognizes the wisdom of selling model with its big oven is the popular and after church on Sundays. 
features rather than price. But he has choice in both new and old homes. As Rose gives a large share of the credit 
found he needs a price leader and he a result, he gives this unit top consider- for his business to electric ranges. “I 
now knows how to build traffic in his ation in displays, promotions, and per- only had $1800 in cash and a $5000 in- 
tore. He learned the hard way. For six onal contact with prospects. ventory of white goods and television 
months, he tried to pull range traffic when I opened last year,” he says. “Now 
with product-feature-type advertising Only Two Brands I manage to do a healthy business in 
copy aimed at the price-no-object buyer. Rose carries only two major brands ranges alone.” End 











—, 

— 
BUILT-INS NOW ACCOUNT for about 30 percent of Rose’s total range SECOND MARK OF range specialists is the thorough job of demon- 
volume. He subcontracts installation work, finds that built-in sales strating that Rose does. Every feature of range, like these dis- 


average about $600 and are increasing steadily. posable foil receptacles, are demonstrated for prospects by Rose. 
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W HO will buy the next 
sell? 


ng 


iple 


PROFILE 


freezer you 


By GEORGE FINNEGAN 


The odds are three to one that he is 
just starting a family, or with a 
of pre-school children. He has a 


Who is your customer? Where does he live? How much does he 
earn? Life magazine’s study of consumer expenditures provides 
new answers for all these questions and they add up to 


of As 
most gambling, the willingness is based 
on a sure knowledge of the odds. And a lot 
is known about the odds on a customer. 
addition to this informa- 
tion comes from LIFE Magazine, which 
has just completed an unusual and pene- 


identity your next customer? in 


An important 


good job; he’s likely to be a professional, trating study of exactly who is buying 
businessman or a skilled craftsman vhicl ppliance 
And he makes a good living. ; ' — 
That’s the probability. Of course, it’s Survey With A Difference 
ssible you’ll make your next freezer There are several unique features of 
ile to a city-dwelling, 50-year-old labor- this study which make LIFE willing to go 
er who earns under $4000 per year. But out on a limb with these predictions 
ne dds are against Firs right p to date. Unlike previ- 
WI he willingness to gamble on the oO studies, it isn’t a mere nose counting 


A Profile 


which shows how many 
sold but 


doesn’t reveal who is a good prospect to 


of appliances 


units were in years gone by 


buy now). The study focused exclusively 
on the current habits of 


households. It show who 


what: it shows who is buying what 


buving U.S. 
has 


to- 


doesn’t 


dav. And because current spending is ex- 
amined, the study avoids the sticky prob 
lem of saturation and the changing 
nature of a growth product’s market 

A second unique feature of the study 

the thoroughness with which it was 
done—24,000 hand-picked people were 
interviewed. And, to avoid hitting them 
onan off day, they were contacted on 
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OF A CUSTOMER . . « Where Does He Live? . « « In What Kind of Market? 
orn , . 
| Markets With Markets With 
City of No City 
North Central 500,000 of 500,000 
Northeast Region Region Southern Region Western Region or More or More Places of 
T > y > T > , + T + T , 
All All Met.| Central | Other | Central | Other| All Non- | 2,500 or|Less Than 
Households Met. | Non-Met. | Met. | Non-Met. | Met. | Non-Met. | Met Non-Metg Areas Cities Areas Cities | Areas |Met. Areas) More 2,500 
=: ‘a .f 1s 
+ + + 
Major Appliances — Total 100% 18 3 21 13 11 18 10 6 60 16 19 11 14 40 16 24 
Ele Re ¢ 100 ] 6 58 
eparate Freeze 00 15 44 14 : bf 
Air t 00 1 7 28 3 . 
king R 0 13 14 
Cook Ra 00 |} ) 8 64 23 20 ] 4 
A t W 100 6 )? 19 
tomat ( y )0 17 6f 3 8 ] 4 ] 
¥d 24 5 4 f ] } 4 19 
Ele f 15 8 3 f 1 
Small Appliances — Total 100% 26 3 21 12 9 15 7 7 63 23 16 13 11 37 18 19 
Ele Mix 61 8 4 
f 3 4 67 21 19 
Ele 16 62 lf 1 0 
Ele 2] ] f ) 8 2 
Ele 65 
Fle 
Ele + 4 
Recreation and Recreation 
Equipment — Total 100 25 5 20 11 10 12 12 5 67 22 22 11 12 33 14 19 
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of Your Customer 


four different occasions. 

Third, the study wasn’t restricted to a 
single aspect of the appliance market 
seven distinct consumer characteristics 
were analyzed. The national population 
pattern was developed for these traits: 
income, education, age, stage in family 
development, occupation, geographic lo- 
cation and size of locality. Then this pat- 
tern was contrasted with buying behavior 
for each product. 


Here’s An Example 


For example, annual income was cor- 
related with current appliance buying. 
The $5-7000 group comprises 20 percent 


. » »« How Much Does He Earn 


of all households in the nation—yet its 
purchases vary all the way from 19 per- 
cent of electric blankets to a whopping 
35 percent of electric coffee-makers. A 
glance at the geographic location chart 
reveals some surprising variations in 
“non-metropolitan” sales of electric blan- 
kets. These in the West and the 
Northeast are on a population par, each 
having five percent of the national total; 
nevertheless, western non-metropolitan 
sales beat the Northeast by an amazing 
1200 percent. 

This kind of information can have 
some potent implications for the dealer. 
The buying habits of a particular slice of 


areas 


a) 





Y 
} 





“Me 
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Under $2000 $3000 $4000- | $5000 $7000- | $10,000 | All 
$2000 2999 3999 4999 6999 9959 | or More | Households 
l 0 j 5 100% Percent of U. S. Households 
8 10 14 20 25 13 10 100% Major Appliances — Total 
15 | 1] 100 Electric Refrigerator 
f 7 13 13 100 Separate Freezer 
13 l 27 16 23 100% Air Conditioner 
f lé 27 10 12 100 Electric Cooking Range 
16 ) 21 13 3 100 Gas Cooking Range 
13 23 30 14 8 100 Automatic Clothes Washer 
4 10 0 30 19 13 100% Automatic Clothes Dryer 
] 8 18 17 28 13 9 100% Vacuum Cleaner 
) 13 9 | 100 Electric Sewing Machine 
5 11 15 23 25 12 9 100% Small Appliances — Total 
] 14 25 25 4 ] 100 Electric Food Mixer 
5 8 9 23 35 13 ] 100% Electric Coffeemaker 
¢ 8 21 23 26 8 5 100% Electric Toaster 
6 13 ES 0 24 13 bs] 100% Electric Fan 
10 14 24 25 1] 9 100% Electric lron 
12 12 21 25 12 1] 100 Electric Clock 
1] 19 14 19 14 16 100 Electric Bed Covering 
Recreation and Recreation 
8 9 14 20 24 14 11 100% Equipment — Total 
f g 14 18 a 24 9 } 100% Clock — Radio 
I 10 15 15 22 8 10 100 Separate Radio 
| } 15 20 4 2 18 } 100% Separate Phonograph 
} 5 ( 21 21 9 5 | 100% Separate Television 
. 4 18 12 | 34 10 14 | 100% Combinations — Radio, 
TV, Phonograph 
5 f 13 16 29 15 | 16 ' 100% Records, Phonograph 










the market can alert him to an unexplored 
profit opportunity. Or they may indicate 
where more effectively aimed efforts can 
boost a sagging seller. Advertising media 
and mailing campaigns may be tailored 
to the quirks of your own market. 

What clues does the survey provide 
about specific products? 


Laundry Equipment 


This important market, accounting for 
one out of every four major appliance 
dollars, presents a very lopsided distribu- 
tion picture—with consequent opportuni- 
ties for selective effort. Quality is the 
keynote of the market, particularly for 
automatic dryers: advanced education, 
high income, professional or business ex- 
ecutive occupation are the traits to look 
for. Some specifics: four out of five auto- 
matic washer dollars come from the $3- 
10,000 income group; upper white collar 
homes—only 18 percent of the national 
total—provide a third of total dryer reve- 
nue; the 20 percent who have had some 
college almost double their weight in 
dryer sales. 

Homes with young children are prom- 
ising targets, spending three out of ev- 
ery five laundry appliance dollars—and 
they’re quite likely to be suburban homes. 
Geographically, the central and western 
states are the choicest areas, while an 
untapped market lies in the South. 


Ranges 


A sharp contrast can be drawn be- 
tween the markets for gas and electric 
ranges. The electric, probably due to its 
growth product status, enjoys a fat slice 
of the “quality” market. Advanced edu- 
cation, upper white collar occupation, 
high income, suburban home—these de- 
scribe the meat of the electric’s market. 

What’s meat for electric is poison for 
gas. Perhaps because of its higher satu- 
ration, the gas range market corresponds 
closely to population patterns. Educa- 
tion, income or occupation don’t exert 
any disproportionate influence on 
distribution. The one exception appears 
in the higher proportion of metropolitan 
sales—not surprising in view of the avail- 
ability of manufactured gas in the large 


sales 


cities. 
Air Conditioners 


Aristocrat of the appliances, the air 
conditioner snares a dazzling 39 percent 
of its volume from carriage trade incomes 
of $7000 and over. The heavy buying by 
business executives is another surprise. 
Although comprising a mere tenth of the 
population, this group accounts for al- 
most a third of total air conditioner sales. 
As expected, it’s a metropolitan market 
item, 79 percent of its dollars coming 
from this source. And a fertile 47 percent 
of its sales occur in the Midwest. 

Sewing Machines 

Children are the key to success for this 
commodity; an imposing 72 percent of all 
units are sold to families with children. 
And if you approach a family with young 


(Continued on page 81) 
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GOOD START... 


...for a profit-making finish 


Demonstrate the exclusive ‘‘round-the-bowl”’ 
mixing action of a KitchenAid Food Pre- 
parer and you’ve made a good start toward 
a profitable sale. The ‘'see-for-themselves” 
advantages offered only by KitchenAid liter- 
ally sell customers at first sight. 

KitchenAid mixes just as thoroughly at 
bowl’s edge as at center. No need to turn the 
bowl...no need to constantly scrape down 
bowl edges to assure thorough mixing. 

The broad line of profit-making attach- 
ments offers extra sales opportunities. 
KitchenAid attachments turn the mixer into 
a power-operated can opener, a vegetable 
slicer and shredder, a meat chopper, a col- 
ander and sieve, a juicer, and many more. 
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It’s made-to-order repeat-sale business for 
you...extra profit opportunities. 

KitchenAid Food Preparers are available 
in three sizes...a size for every family. The 
3-C model comes in a wide range of dec- 
orator finishes and colors. 

And don’t overlook another important 
sales-maker: the KitchenAid Electric Coffee 
Mill that grinds full-flavored, bean-fresh 
coffee at the flip of a switch. Available in 
decorator finishes and colors. 

For complete information, write Kitchen- 
Aid Electric Housewares Division, The 
Hobart Manufacturing Company, Dept. 
KEM, Troy, Ohio. In Canada, 175 George 


Street, Toronto 2. 


SULT, 





SEE KITCHENAID “US 
AT BOoTHs - 
575 AND 577 

ELECTRIC 

HOUSEWARES 

SHOW 
ATLANTIC city 





heitchen Aid. 
Phe Finest Made...by Hoe 


os 


The World's Largest Manufacturer of 


Food, Kitchen and Dishwashing Machines 
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WARREN N 
APPLIANCE & SUPPLY COMPANY 


KITCHEN 








kitchen planner 


Floyd Griffis of Birmingham, Ala., will be 
able to close this kitchen sale. The reason: | 
when it comes time to talk price Griffis can 
sell up or down to suit the customer’s pock- 
etbook. That’s because... 


He Builds a 
Two-Way Stretch 


Into His 


F Floyd Griffis were a baseball player, 
| he’d be batting .600 this year, com- 
pared to only .200 last season. 
Griffis is kitchen design and sales spe- 
cialist at Warren Appliance & Supply Co. 
in Birmingham. Until he applied a bit of 
psychology, he was drawing five remodel- 
ing jobs, selling one. Now he’s closing 

three out of five—.600 percent. 

The psychology: Break it to the prospect 
gently. 

Griffis used to make up and deliver his 
presentations as 99 out of 100 kitchen 
planners do—lump everything (appli- 
ances, cabinets, wiring, plumbing, car- 
pentry) into one estimate, with one total 
price. 

Four out of five flew the coop—fright- 
ened off, in most cases, by the total es- 
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TYPICAL PROPOSAL is made up of eight “sub-plans’ 





Feb ttf? 





which give 
in selling. He can go over presentation 


paragraph by paragraph, shaping it to the prospect’s budget 


é 
t S Griffis flexibility 


when necessary. 


timate. On the other hand, some closings 
came so easily that Griffis knew he could 
have suggested a more expensive plan. 
Now he builds into every design pack- 
age a two-way escalator that lets him 
move prospects up or down with ease. In 
his written proposal, he devotes a para- 
graph and a price (called a sub-plan) to 
each phase of a job (see sample above). 
What Griffis wants, primarily, is the 
core of the new kitchen—the appliances, 
sink, cabinets and tops, and their instal- 
lation. Warren Appliance is equipped and 
staffed to handle the rest—the carpentry, 
plastering, brick laying, tiling, painting 
—and is glad to get all these secondary 
phases, but not at the expense of the 
kitchen’s core. Consequently, Griffis often 
goes in with a series of sub-plans he 


1958 


knows he’ll have to shave, and prepared 
to do it to protect the heart of the job. 

Griffis and D. K. Warren, an owner of 
the firm, sit down with the prospect, go 
over the presentation, paragraph by para- 
graph, cutting here, telescoping there, 
shaping the whole to the client’s budget 
—and, often as not, salvaging a job which 
might otherwise have been lost. Z 

Conversely, Griffis can sell-up with his 
sub-plans, simply by working in addi- 
tional ones to represent more of a total 
job. 

Increased kitchen volume fits in with 
the plans of Warren and George Johnson, 
his partner. Last year, half of the firm’s 
$200,000 volume was in kitchens. The 1958 
goal is for this department to register 
75 percent of the total. End 






PAGE 59 


























OUTSIDE DIMENSIONS: 
262" high, 20/2" wide, 2134” deep 





PORTABLE REFRIGERATION 


_ WITH 


UAHITS 


Also Available For Gas Operation 








Cuanauilood Sileut Forever! 
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6, 12, 24, 32, 110, 220 volts 
Dual Voltage — giving any combination 
of any low voltage with 110 volts or 220 
* AC or DC any cycle 
¢ Absorption principle 
¢« No moving parts 
¢ Tiny 95-watt element 
¢ Silent as the falling snow 
¢ Guaranteed — Warranted 
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Post Office Box 726, Englewood, N. J. 








1959 Portable SP01 Refrigerations Biggest Year 





OUTSIDE DIMENSIONS: 
36” high, 225s” wide, 2112” deep 


lers from every corner of the nation have already given 1959 


the biggest portable spot refrigeration sales potential to date. Dealers are 


ediate attention — Distributors are solidifying their position — 


And now Astral comes to complete the profit picture with another model 
Abritlant 


and with extra sales plus. 


, GF WZ Backed Up by a Complete National Advertising and Publicity Campaign! 
CH LLL. 


DS...THROUGH ALL DEALERS! 


ws -S e MASS CONSUMER HOME SALES « DOCTORS AND DENTISTS 

© ARCHITECTS © BOATING ENTHUSIASTS * FURNITURE MANUFACTURERS 
HOSPITALS * HOTELS AND INSTITUTIONS ® POULTRY RAISERS 

© VETERINARIANS * MOTELS © TRAILER MANUFACTURERS 
TRAILER OWNERS © OUTDOORSMEN « TRAILER COURTS 


MORPHY-RICHARDS » MORPHY-RICHARDS 





232 So. Van Brunt Street 
ENGLEWOOD, N. J. 


Astral 











Gentlemen: Please rush me complete details on “Serving 
The New Market” with Astral portable spot 
refrigeration. 
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ow Do You Close 


a Kitchen Sale? 


Here are six answers to that question. We’ve picked these from the 
dozens of successful kitchen-selling ideas submitted by entrants in the 
contest sponsored each year by the “Ladies Home Journal”’ to select the 
creative retail salesman of the year. Try them yourself. 


. « « Not What You Prefer 


by WOODY MANNING 
Gamble’s Dept. Store, Virden, Ill 


1 Give Them What They Want 


“T found that the lady buyer in choos- 
ing her complete kitchen and appliances 
comes to you for ideas in arrangement, 
color, convenience and ease as to where 
installed, but she has already pictured in 
her own mind exactly what she wants and 
is hoping she can find someone who is 
called a ‘kitchen planner’ who will outline 
her idea, and sell it to her as his idea. 
This, I know, is only plain old-fashioned 
selling, but it still works. 

“The lady I sold my biggest kitchen job 
to had shopped for three years with expert 
kitchen planners, who tried to sell her 
their ideas and condemned her ideas. I 
went along with her idea, because this was 
what she wanted—suggesting changes 
only where I thought necessary, but ask- 
ing if she thought this was a better idea 
than the one she suggested. 

“I sold her—others failed.” 


Price-Conscious Market 


by FRANK BERG 
Berg & Brown, New York, N. Y. 


? Sell Your Ability In A 


“As a complete kitchen sales organiza- 
tion in the New York City metropolitan 
market, I was and am being faced with two 
major problems in selling a high priced 
quality product. 

(1) Selling the highest priced appli- 
ances in a highly competitive and 
discount-minded territory. 

2) Selling a high cost labor factor 

against competitors using low 

priced and incompetent labor. 

“When the customer candidly tells me 
she can secure the identical appliances at 
a lower figure, I immediately concur and 
suggest that the appliance cost could be 
deleted from the contract, but will in- 
clude those appliances in the installation 
planning. As our general discussion con- 
tinues, I gradually inject the idea of non- 
responsibility for delays caused by poorly 
coordinated deliveries, damages which may 
occur after delivery and future service par- 
ticularly from non-franchised dealers. In 
most cases, the customer gladly concedes 
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these points and permits me to include the 
appliances in the general contract. 

“Selling a high cost labor factor is sim- 
ple. Using the woman’s curiosity as a 
sound basis, I suggest visiting a kitchen 
completed by my firm. The efficiency of the 
kitchen layout, the esthetics and the high 
quality of workmanship are all pointed 
out to the prospect, generally with the sat- 
isfied owner voicing her own convincing 
opinions. The courtesy and cleanliness of 
installation of our workmen and the own- 
er’s comments to that effect is the climax 
toward getting the prospect to sign on the 
dotted line.” 


Compare Price Of Kitchen 
To Cost Of New Car 


by GEORGE TURNER 
Reminger Furniture Co., Winston-Salem, N. C. 


“The customer wanted a new dish- 
washer and electric range. While measur- 
ing for these new appliances, I mentioned 
the fact that she could remodel her entire 
kitchen for as little as the price of a new 
automobile, and she would certainly use it 
longer than she would drive a brand new 
car. I pointed out also that she spent more 
time in her kitchen probably than any 
other part of the house and I knew she 
would really enjoy being in a new, modern, 
up-to-date kitchen. 

“Results: I sold an entire new kitchen 
complete with all new appliances.” 


A Neighborhood Showroom 


by A. VICTOR TAYLOR 
Taylor’s, Baltimore, Md. 


4 Use A Completed Kitchen As 


“In January of 1957, I was doing a 
kitchen in a customer’s row-home, located 
in a neighborhood that was comparatively 
new to me. The thought occurred to me 
that there must be many other homes just 
like this one, in this same neighborhood, 
in need of kitchen remodeling. I decided 
to find out. 

“A record of names, addresses and 
streets was made of all similar homes in 
that area, and a mailing of over 500 intro- 
ductory letters to, these homes offered 
FREE KITCHEN PLANNING SERV- 
ICE. Seven reply cards were returned to 


LISS 












the store, and three sales were made. 

“I then made a personal door-to-door 
follow up to “survey” other inadequate 
kitchen conditions. This resulted in the 
sale of four more complete kitchens, includ- 
ing appliances, and several additional hot 
leads for future dates. In all of the above 
sales, the first customer’s kitchen was lit- 
erally used as my ‘showroom,’ and this 
customer received a cash bonus or equiva- 
lent gift for every sale thus made. As a 
matter of fact, this customer’s enthusiasm 
practically made the sales for me, plus the 
fact that she made numerous additional 
friends for herself in the area. 

“Since then, wherever practical, I have 
been using each new kitchen job as a 
means of selling the friends, relatives and 
neighbors of that buyer, and have sold as 
many as five kitchens with appliances in 
a one block area.” 


Make Up Personalized 
Postcards For Prospects 


by LEWIS COLBERT 
Colbert’s Personalized Kitchens, Champaign, Ill 


“After making plan layouts and perspec- 
tive drawings of our complete kitchen 
proposals and after having sat down with 
the customer and discussed the plans, 
there is usually a suggestion made that 
they want to think it over and compare 
competitive proposals. 

“Knowing that we could not visit with 
them in person or by telephone every day, 
knowing there would be varying amounts 
of time elapsed between presentation and 
decision, we wanted some means of per- 
sonal contact to back up ideas that we 
felt to be strong in the customers’ mind. 

“We tried and met this problem by cut- 
ting up standardized company literature to 
illustrate specific points and pasting them 
on the backs of post cards. We gave some 
thoughts to having these cards printed as 
units but voted against the idea after one 
customer commented that the cut-out, 
pieced together message on the card gave 
him the feeling that we had gone to some 
effort to prepare a personal message.” 


Sell The Woman A Kitchen 
To Match Her Husband’s Car 


by J. RUSSELL MITCHELL 
Hazard Electric Service, Cassopolis, Mich. 


“In talking with customers, I get the 
conversation around to what kind of car 
they drive, what is in the balance of the 
home, so I may talk more about an up-to- 
date, modern kitchen. Many times, the car 
and its many work saving conveniences has 
swung the final word on the kitchen. Also, 
the fact that they spend more time in the 
kitchen than any other part of the house. 

“Tf the husband drives a car with power- 
steering, automatic transmission, etc., 
why shouldn’t the housewife have auto- 
matic equipment in the home.” End 
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UNIVERSAL 









Ten-Cup in both 
Chrome and Copper 


ALL NEW INSIDE and OUT— These three 
new Universal Coffeematics bring new beauty, 
new features and even greater value to this 
already famous line. Coffeematic is First, as 
always, with the coffeemaker preferred by 


millions. See them and you'll see why! 


A SIZE FOR EVERY FAMILY 


» FIRST again with new, up to the minute styling, 


new beauty that outshines all others! 


e FIRST again with new, improved features that 


make it the finest coffeemaker of all time! 





e FIRST 2gain with the only full line of quality, 













( hrome-on-solid-copper coffeemakers ! >-cup 1435 S-cup 448 NEW 
( hrome-on-( opper Chrome-on-( opper 8-cup 4468 
$19.95 $19.95 Chrome-on-Copper 


again with the biggest advertising $26.95 


program behind any single product, to make SEE THEM AT THE ATLANTIC 


Coffeematie the one your customers ASK FOR! 


BE FIRST WITH UNIVERSAL ...GET YOUR ORDER IN TODAY! 
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ALWAYS THE LEADER 














Eight-Cup 
in Chrome 








A PRICE FOR EVERY PURSE 


with ALL NEW features 

NEW TUBULAR HEATING UNIT 
NEW COLD WATER PUMP 

NEW BREWING SPEED 

NEW CONTROL ACCURACY 

NEW NUMERICAL CUP MARKINGS 





NEW NEW 
10-cup $470 10-cup 1471 


per Chrome-on-Coppet Solid Copper 


ic CITY HOUSEWARES SHOW v Ni IVE RSAL 


Booths 333-341 LANDERS, FRARY & CLARK, NEW BRITAIN, CONN. 


NEW STYLING 
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NARDA dealer net up slightly TABLE 1. NATIONAL OPERATING RATIOS FOR 1957 AND PREVIOUS YEARS 


to 1.6 percent in 1957 and... 
NATIONAL AVERAGES 


ITEM 1957 1956 1955 1954 
Net Sales (Mdse. -+- Service) ... 100.0 100.0 100.0 100.0 


l Net Sales (Mdse. only) 100.0 100.0 100.0 100.0 

SERVICE d Cost of Goods Sold (Mdse. -+ Serv.) 66.1 67.7 65.7 66.0 
2 Cost of Goods Sold (Mdse. unly) 70.4 69.3 68.4 68.8 

Gross Margin (Mdse. + Service) 33.9 32.3 34.3 34.0 


~ (Line 1 minus Line 2) 
a e e ro j Gross Margin (Mdse. only 296 


(Line 1-a minus Line 2-a) 
Total Operating Costs 32.3 


= A through E below) 

| ere nce A. Administrative 
1) Owners & Exec. Remun 
2) Office Salaries 
(3) Salesmen’s Pay . 
NARDA annual Cost of Doing Business 4) Service Wages and Exp 
Survey shows: 5) Vehicle Expense 
(6) Other Admin. Expenses 
Occupancy Expense 
Advertising Expense 
® TY still biggest volume item; washers Bad Debt Losses 
E. All Other Expenses 


‘ 5. Net Operating Profit 
appliance share down sharply Rios 3 cen te 8 


Pho 
4h W PO 
r 


mM ho SS & 


wos 


® 10-year record highs for cost of goods, 


Mr PROF PO OW" 


operating expenses, service wages 


tm ] 
> Oo &— Ow OO 


w 


second; dryers coming strong; small 


Ww 


® Dealers expect 1958 volume up, profit 
even; see laundry, hi-fi hot; reach to boats, 
motors, sporting goods for new business 


TABLE - APPLIANCE SALES BREAKDOWN BY PRODUCT PE 


Ranked by -ntage importance of specific products ing to 195 


ee thes week a Oe ee ee See eee PERCENT OF TOTAL SALES 
w 


appliance- dealers had to sell last year, accord- nee ee 
ing to results of 12th Annual Cost of Doing Busi- APPLIANCE 1997 a pees 
ness study released this month by National Appliance TAL 100.0 ~ apie 
Radio & TV Dealers Association. TV, Radios & Record Players 33.1 
From the gross margin angle, dealers who did service Washers* 19.2 
found 1957 one of their best years in the last ten; non- Refrigerators 13.8 
servicing dealers found it the worst. Those who had Ranges — Total 8.1 
service revenue to add to their total sales volume man- Flectric 5.7 


~ 
— 


> CO Ww — 
w in 


aged to hold cost of goods (Table 1) down to 66.1 per- Gas 2.4 
cent of sales and produce one of their highest gross 
margins in 10 years: 33.9 percent. Dealers who did no 
service found their cost of goods highest in 10 years 

70.4 percent of sales) and their gross margin at a 29.6 


i) 


~> « 


Dryers 6.2 
Air Conditioning “pene 48 
Kitchen Equipment ...... 3.7 
Freezers : , 3.6 

And service dealers learned to charge better prices for Vacuum Cleaners ; = 16 
their talent last year. According to NARDA’s own analy- Other Major Appliances ve teeees 2.1 
sis: “The service function asserted itself as a profitable All Small Appliances 2.6 
operation .. .” producing a 15.1% gross margin, com- “Includes Washer-Dryer Combos 


rR Wm RO @® 


Ss Mm DMO ON ™~ 
NM ROM > 


SS i =O ON 


wm w 


percent record low. 


> WwW 
wo aD — 


pared with only 0.6 percent the previous year. 

A sharp increase in service revenue is credited for 
nudging up net profit ratio from 1.2 percent of 1956 
an ll-year low—to 1.6. 

Costs of operating the store were highest on record 
last year: 32.3 percent of sales vs. 31.1 in 1956. Despite TABLE 3. TRADE-IN » | TO UNIT SALE OF EIGHT KEY ITEMS 
cutting of their own salaries (down to 3.5 percent of 
sales from 3.7 the year before) dealers found that pay- 
roll, the largest single expense area, was up. Service 
payroll was up 1 percent to the highest ratio on record. 


% OF SALES ACCOMPANIED BY TRADE-INS 
APPLIANCE 1956 1955 1954 


eueted : 4 69 70 66 
Salesmen’s pay, following a sharp cut from record high Refrigerators 6 
ae ceakeacal a cand + Washers ...... 65 67 70 68 

of 1955, was creeping up again to second highest figure 
in 10 years. Ranges Sand, 52 58 55 58 

TV was again the biggest volume department in the Vacuum Cleaners ...... pales ae 27 36 35 
store, bringing in 21.8 percent of the business. The com- Television . 35 43 38 29 
bined TV-radio-phone category improved its position Dryers .. i aor 10 -" 10 
(Table 2) of dominance again, due probably to last Freezers ee 7 15 ll 8 


Continued on page 88) Air Conditioners .... ll 
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RCA Victor launches the 
Stereo age in high fidelity 














errata Tree ry 
oe ee eeeeee . 


For the price of ordinary high fidelity alone. your customers can now have glorious stereo- 
phonic sound merely by attaching any of the new RCA Victor Stereo-Orthophonic “Victrolas 


to an extra speaker or to any TV or radio with a vood quality speaker system... just look 










RCA Victor presents the great 
...2 lightweight portables. 


You'll sell more because you have a big new extra! For the price of ordinary hi-fi alone, your 
customers can now have stereophonic sound merely by attaching an extra speaker system. 

















The ultimate! 3 units. built-in magazine-loading Stereo Tape Recorder unit for monaural or stereo sound-on-tape. AM-FM radio. 8 speakers. All 
“Living Steres features. D t I litional styl in genuine mahogany veneers and selected hardwoods. Vark J. (SHC1) $2500.00. 







reatest profit line in high fidelity-6 
les... Add-on’ modular units. And 





Danish Modern styling. AMI-FM radio. 4 speakers 










Luxurious French Provineial full-door console. AM-FM radio. 4 speak- Diamond stylus. All 
1) | \ll “Living Stereo” features. In genuine mahogany “Living Stereo” features. “Room Divider” back. In genuine mahogany. oak 
dwoods. Vark Il. (SHE2) $525.00. or walnut veneers and selected hardwoods. Mark I//1. (SHC3) $450.00. 








Al] French Provincial. “Living Stereo” features. Traditional. All “Living Stereo” features. 4 pop- Handsome consolette with 3 speakers. “Living 
O00. > popular finishes. Mark F1l. (SHP7) $279.95. ular finishes. Mark V1I11. (SHP8) $249.95, AM- Stereo” features. Available in 4 popular graine 


AM-FM tuner. Mark VIID. (SHC7) $359.95. FM tuner. Mark VIIID. (SHC8) $329.95. finishes. Mark X11. (SHP12) $149.95. 








RCA Victor announces high fidelity that plays 


=> ~ 


Amazing new steree record has... two sound tracks on each groove! Music can surround you from two directions. 


ee —_ 


It’s the most startling sound ‘ eal ‘ your two ears ever heard. New “‘Victrola’’® plays all your regular records and new stereo records, too! 


Ne _Z 

¥ oe | 

w , \ 

a) * ‘ 
a 


“> . , 4 uy 

















& 


ei 
r 4 ; Any good auxiliary speaker or | 
PV or AM-FM radio may bn 
Or. there s a handsome sele 


_ 


the start 


Put on a stereo record, attach to any goed quality radio or TV speaker 
system or even add an extra speaker—and the musicians are all around yeu! 


How does stereophonic sound differ from high fidelity? Hi-fi brings 
you the full range of orchestra music. All the highs. All the lows. 
But it is much like hearing with a hand over one ear. With stereo 
mie sound, music sounds fantastically alive. Its rich. full. And 

or the first time you hear two new dimensions in recorded sound 
depth and direction! So vivid you can almost see and feel the 

music. Now—RCA Victor introduces high fidelity that plays the new 
stereo records, and all present-day recordings too! Hear a sensa- 


tional stereophonic demonstration at your RCA Victor distributor. 
I 7 


4 Next page—See RCA Victor's Stereo-Orthophonic High Fidelity 


-@.- 


ae a. 


Convenient input 


ma poe iker -tere 


AM-FM radio. or tape 


jacks 


tape 





ord changer gives 


j-speed “Floating Action” rec- 
professional- 


ype turntable performance. 


New Supercharged Chassis pow 
ers “Victrola” and auxiliary speaker 
No second amplifier needed 


New 2-in-l “*Living-Stereo”’ 
pickup with diamond stylus plays 


stereo and all monaural records. 


ing new stereo records—from *129.9 


Only RCA Victor Stereo-Orthophonic hi-fi brings you these features 


2-in-1 


“Living Stereo” 


Pickup 
2-in-1 Supercharged 
Chassis 


“Master Control” 


Panel 
Multi-Speaker 
Panoramic 
Sound System 


l-speed 
“Floating Action” 
Record Changer 
New “Living Stereo” 
Tone Arm 
Convenient 
Input Jacks 
Super-Sensitive 
AM-FM Radio 
Separate Dual Bass, 
Treble and 


Loudness Controls 












beautiful consoles...a handsome 
every one will play the new sterec 


-_ ——— 




















Traditional console. Powerful AM-FM radio. 4 speakers. D Danish lowboy styling. \\VI-FM rad } speakers. All “Living Steres 
stylus. All “Living Stereo” features. In genuis val ih Diamond st Room D r back. In genuine mahogar 
veneers and selected hardwoods. V il SHC4) $#25.00. Inut : l select I~. V/ V7. (SHC6) $379.95. 


Compare these plus features! 





3 OE¢ a ‘ ; 
. A . 
: v s —— 


Panoramic Sound Sys- “Master Control” | 
tem. \I 


at 





4 
2-in-] “Living Stereo” Powerful AM-FM Ra- 
Fone Arm. | ht ! dio. Drift) compensation 





circuit: locks stations in 


Deluxe new portable with 3 speakers. All “| Budget-priced portable. \lulti-speake: Li 


ing hit imulated 


leather case. Mark X//1. (SHP13) $139.95. leather case. Mark X/J SHP14) $129.95. 


Stereo features. D bile Stereo eatures. ¢ 








me lowboy...a table-consolette 
ereophonic records! 
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| “Add-on” has caught on! Now RCA Victor announces 2 new lines of flexible 
-\ | Modular High Fidelity to help you add up even more “Add-on” profits in 1958! 








7 i] 
‘iy ; 
¥ 
9.9; 
Danish Modular. “Living Stereo” features. Provision for tuner. In ebony; Versatile Modular Hi-Fi. All “Living Stereo” features. Available in 
Deletes his As AANOAAA senuine mahogany. walnut or oak veneers and selected hardwoods. Mark LX, f popular grained finishes. Vark XJ. (SHP11) $179.95. Optional 
: ns SHP9) $219.95. Matching benches. record cabinets. B& W or Color TY matching benches, record storage cabinet, AM-FM tuner. black-and- 
Mire extra. With built-in AM-FM tuner. Mark IXD. (SHC9) $299.95, white TV complete entertainment center. 


<i s Here are a few of the many arrangements customers can make with 
RCA Victor “Add-on” Modular High Fidelity and TV. 
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And to back you up... 


RCA Victor puts industry’s most powerful 
advertising on your sales staff 


lhe kiek off: \ sensational barrage of wivertisements e nation s ec lus powertul hard-selling commerctals on leading network 1\ 
troduce R¢ \ Victor's new I radio programs \nd there are eve catching displays folders and 


Ure irgest circulation 1 => to help l Lt starte ! hitoa ere | ti fidelity 


National magazines Radio and TV Eye-catching 
Sales promotion material 


ge 









i cig P ‘! 
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Life, 
Reader’s Digest, 
New Yorker, 
Sports Illustrated, 
plus other magazines 





High Fidelity for under S100! 
. lay } sp 


Portable pla peeds. Multi-speak 


: lated | 





el Brown & beige mou eather 
‘y case. (HF99) $99.95, 
@® rRCAVICTOR & 
HF A) 839.95, Record : — 
) $12.95 and . \ South. Pr ' 








terial 








Smiles on faces of General Electrie’s C. K. 
Rieger, right, and Whirlpool’s John Hurley 
typified attitude of manufacturers attending 
NEMA’s major appliance division meeting at 
Ponte Vedra, Fla., last month. Even though 
speakers emphasized problems facing the in 
dustry, manufacturers at the meeting re- 
mained basically optimistic about prospects 
for the future. Rieger and Hurley were re- 
elected chairman and vice-chairman, respec- 
tively, of the sectior 















Despite problems facing appliance industry there was... 


No Pessimism at Ponte Vedra 


NEMA’s major appliance division faced up to the 
problems posed by a recession and increased competi- 
tion from other fuels during its annual meeting in 





; a i 
NARDA president Joseph Fleischaker warned 
NEMA members of turnover in industry’s 
retail structure, urged factory executives to 
do “a little first-hand research into dealer 


operations sig 


Market development programs must first 
timulate buying before they can help an in- 
dustry get a larger share of the market, 
Robert Boian of Live Better Electrically, 
told the NEMA group. 





Promotional plans for industry were outlined 
by Kelvinator vice-president W. L. Jeffrey 
to assembled members. Group was also urged 
to undertake new rural appliance promotion 
as part of their effort. 


Golf and talk of water heaters occupied this 
foursome composed of, left to right, W. G. 
Oslin of the John Wood Co., D. W. Proulx 
and Paul Skovlund of Rheem, and F. A. 
Lowery of Westinghouse. 


Florida last month. Despite seriousness of problems 
discussed, manufacturers remained basically opti- 
mistic (for details, see Spotlite, page 1). 






New officers of NEMA refrigerator section 
include, left to right, Westinghouse’s W. R. 
Arbuckle, vice-chairman, Kelvinator’s E. B. 
Barnes, chairman, and Whirlpool’s F. J. 
Hausfeld, chairman, engineering committee 


NEMA’s Joe Miller, left, and G-E’s Harold 
Hulett, second from right, join ELECTRICAL 
MERCHANDISING’s Larry Wray and Har- 
ry Hahn, right, on the golf course during 
NEMA meeting. 





bres the heater clement that 





HEAT THE INSTANT YOU TURN THEM ON! 















Instant Heat—pioneered and perfected by rose-beige enamel to blend into any setting, 
Toastmaster—has taken the heater trade by and every heater is individually packed for 

Dual-Purpose Handle! storm! “Terrific!’’, “Sells on sight!’’, ““Obso- easy, low-cost handling! 
where! letes all other heaters!’’—these are the things This year, gain a full season of EXTRA 
dealers have been saying about Toastmaster’s heater sales . . . and launch it with a big 
Speedi-Glo element ever since it hit the measure of EXTRA PROFIT! Take advan 
ad market last fall. Now you have a short but tage of the exceptional Toastmaster Heater 
&- ) complete line—just 3 sensational models to Specials described below—and place your 

v4 stock and sell. All 3 are decorator-styled in order now! 


Blower-Type 









Circulation! 


eo See -—~ TORSTMASTER 
Rs Two Sizes 
~~ 4 Thermostatically Controlled! 
, iN Provide both radiant and 
Automatic “\. blower-forced warm air! 
Temperature Control! 
The rmo t it iul ili ally 
turns current n nd off 


d-* 


Air Intake where 
it Should Be! 


Model 9A2 


Accurate, Dependable ‘ 
Thermostat! Qe DP 3 


1650 or 1320 W. a 
Tip-Over Safety Switch! $ Q5 Model 9B1 $1835 
One 1320 W retail* 
retail” 


C2 Your Toastmaster Distributor, Today! 
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The sales sensation of 
[ast Season-now with even 


tnore to offer you" 


SN 





alae eae 


EXCITING NEW TOASTMASTER 
RADIANT HEATER 


Here’s the wonderful new addition to Toastmaster’s 


heater line—smart, modern, and priced to sell fast! 
Check every “‘sales-tailored’’ feature—notice how every qh 
selling point is one you can demonstrate quickly and Model 9C1 

















convincingly! Then order your stock now! 1320 W 
: retail* 
<> aa’ 
Sx 
Exclusive ~ Modern Design! 
Adjustable Reflector! “Instant Heat’ Element! Tip-Over High-style rectangular design 
Tips up or down to concen No warm-up! Floods of ra Safety Switch! obsoletes old-fashioned bow! 
trate heat right where you diant heat the moment you Automatic safety switch > type heaters! Grille is “‘little- 
184 mune inches turn it on! Extra-long ek cuts off current if heater is finger” proof! 
nent for more warmth! accidentally overturned! 


4 Special No. 12 


YOU GET ABSOLUTELY FREE, 1 Model 
9B1 Toastmaster Automatic Heater (Retail 
$18.95) with your order for ANY 12 Toast- 
master Heaters ot your choice ill one model 
or mixed. A total of 13 Heaters. 


Heater aaa No. i. 


MAKE $6.32 EXTRA PROFIT! Get this beautiful 

Toastmaster Automatic Heater, Model 9B1, Retail 

$18.95, at Special Cost of only $6.00 (Regular Dealer 

Cost $12.32) with your order for AN Y 6 Toastmaster 

Heaters of your choice—all one model or mixed. 

A total of 7 Heaters. 

@® You make up to $12.95 Profit on Model 9B1 
at Special Cost .. . 68% off! 

@® You make up to $6.32 Extra Profit ... OR 

@® You make a bonus of 90¢ Extra Profit on each 
of 7 Heaters 


@® You make up to $18.95 Extra Profit on 
the Free 9B1 Heater... OR 

@ You make up to $1.58 Extra Profit on 
each of 12 Heaters 





BIG MERCHANDISING KIT GIVEN FREE WITH EVERY ORDER.... 
THIS OFFER FOR LIMITED TIME ONLY—PLACE YOUR ORDER NOW! 


TOASTMASTER 
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é TOASTMASTER DIVISION 
‘i 0) \ McGRAW-EDISON COMPANY 
190 


* Manufacturer’s Recommended Prices 
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Savings over and above the guar- 


antee must be considered more 
speculative han il rar an 
nuities. 

Investment ! t nd 
bonds is another method of 
building retirement incomes, but 
the building of S essful re 
tirement income portioll re- 
quires n ige than the 
average person possesses, and 

Bonds 

Be nds are considere¢ afe 
than sto The rate of income is 
usually fixed and the basic val- 
ies seldom icuate widely. The 
interest paid on bonds has the 
first claim on profits. It must 
be paid before dividends on pre- 
ferred or common stocks, and 
the interest must be paid up be 
fore any payment can be mad 
on the preferred or common 
stocks. 

Bonds isually guaranteed 
by the re state or other hold- 
ings of the company issuing the 
bonds. If the company were |] 
quidated, the money resulting 
from the ale of the re: estate 
would first be ed to repur 
chase the nds. In the case of 

tate, coun nd municipal 
bonds, a_ parti ir source of 
revenue ften used to guar 
antee the bonds as, for exampl« 
the revenue fr city parking 
etel 

There p t} some 
growth in bonds, but there is 
al the possibility of a decline 
below the purchase price. Nei- 
ther are lik to vary greatly 
Consequently, it would require 
i very large investment in bonds 
to provide eve modest retir« 
ry ? y TY 


THE RETIREMENT PICTURE 


STORY STARTS ON PAGE 41 


“investment” 
preferred stocks like 
seldom fluctuate wide- 
y in value and never in rate of 
interest. If plan a retire- 
ment income of $6000 annually, 


ferred stock is an 
stock, as 
bonds, 
] 
i 


you 


you would have to purchase pre- 
ferred stocks 
the 


investment 


bearing 
amount of 
of approxi- 
mately $4000 a year for 25 years 


Six per- 


cent in $100,000. 


or an 
and your 
This 


investment is specula- 


tive. is not a very bright 
picture for a small to medium 
retailer or a person earning a 


modest living. 


Common Stocks 


Common stocks are a 


medium 


by which an adequate retirement 


income may be built from a rea- 
sonable investment, but they ar 
highly speculative. There are 
several kinds of common stock 
and one should not select thi 
mediur without giving it 
great deal of study To com- 
mon stocks go all of the mone 
ivailable for dividend afte 
payment of bond interest and 
preferred stock d lends. This 
may be great de r nothing 
all, depending upon the pri 
perity and earning a t f the 
company issuing tr t 
Common stock dividends can be 
passed (no payment made) and 
tne are not { m lat ve 
Basically, there are _ thre 
types of common stocks: 


1) Income stocks. These are 


tha stocks of +} 


é oc} le companies 
which seldom fluctuate in de- 
pressions and inflationary pe- 
riod They ire the called 
onsumer” stocks, i.e. foods, 
shoe bank tilitie ind the 
ke. Their prime characteristi 
is stability. 
2) Cyclical stocks. These are 
the stocks of the concerns 


whose earnings gyrate wildly 


in depressions, wars, and infla- 


tionary periods. Steel is an ex- 
ample of a cyclical stock. There 
is little demand for steel at the 
bottom of a depression and an 
insatisfiable demand during a 


war. Other cyclical stocks are 
heavy metals and railroads. 


3) Growth stocks. These are 
preferred by some for building 
This 
which 
a much faster rate 
nd 


ire 


retirement income. is 


stock in concerns are 


growling at 


than our national economy, a 


whose les and earning 


in a long range upward trend. 

the 
resistant” 
other 
outstanding characteristics. 


These 
( alled 


companies. 


concerns are 


SsO- 
“recession 


They have 


They spend tremendous sums of 


money for research and lead the 
field in this expenditure 
they only pay a portion of their 


and 
earnings out in dividends; us- 
ing the 
or more percent for expanding 


balance, sometimes 50 
their facilities. Thus, addition- 
al earning power is developed 
without 
stock 


ing the earning power of each 


acquiring additional 


holders, thereby increa 


existing share. True growth 
companies also have high 
percentage of profit on the 
products they produce, usually 
approximately 30 percent and 


able t substan- 


» convert a 


tlal portion of their increased 


a3 it n be een that 
common “growth” stocks might 
provide a means of investing 
moderate amount of money now 


thereafter and ending 


ip twent live Veal later with 
in adequate retirement incom« 
f you aré ( Some of the 
present gi th stocl re chen 
IC plasti ilr transport 
tion, ethical drugs, petroleum 
nthetic fibe nd others. It 
should be pointed out that the 
rate of dividend n these stock 
ofter er t tart with than 
the ! I toc but for re 
tlirement i meé t wise ft 
acrifice present income for 
large r ret ry ta tay date 
(ne f the Hest p mpniets OY 
nmon stocks ed by Da 
a L. Bab on na Compal: 


Re 


tirement, Under Toda High 
faxes and Living Costs.” Then 
there re books on investment 
tilable n the busine sectior 

f your public librar After 

reading and studying these, con- 
ult with your guidance expert 


Investing Companies 


If all 


for you, then you 


this 1s too complicated 
be 
com- 


may in- 


terested n the investing 
concerns came into 
a lot of folks liked 


by 


panies. These 
be ing bec ause 
stocks, 
their lack of 

The investing companies, of- 
ten referred to as mutual funds, 
sel] in their companies 
and invest the funds received for 
the bonds, pre- 


but were confused 


knowledge. 


shares 


their shares in 
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stocks 
of other companies. There are 


ferred stocks or common 


dealing 
exclusively in shares of almost 


investment companies 
any industry, also exclusively in 
bonds, income stocks or growth 
stocks. The investing companies 
are operated by men who under- 
stand almost every angle of the 
stock market. They know what 
and when to buy, what and when 
to sell, and hold 
for the pull, with 
convertible advantages, 


what when to 


long stocks 
common 
explanation la 
related 


stocks warrants 


ter) and other advan 
or disadvantages 

A new for 
these Investment Companies ha 
but this 


criticized 


tages 
system rating 
been dev eloped rec ently 


system has been widels 


by those concerns which failed 
to come out on the top of thi 
rie \ rat ny ten lr the rat 
ngs of this new system, Mass: 
chusetts Investor and The Wel 
lington Fund had the highest 
ratings. 

Investing mpanies or m 
tual funds n be t nswel! 
for those persor VI want t 
invest in stoc}t or bonds and de 
not } the tir kr edge ) 
ability t eal tne I 1 
know about them before the 
nvest. However, the wide dis 


agreement abo 


rating and valuing these 


and g 
: . 
on magnifie the fact that 

, 1 
these claims can be argued, but 
+ ¥ ] 
not prove It ti 1 sper 
ition. Book nd pamphlets ars 
al LDIe I ry it il I nds 
One ny! ord ot cautlor 
onare I Tnese l esting ( 
i 
mutual fur are sold on a fai1 
arge mm I com 
nared 3 the 8 ¢ i 
pare Sale Stoc} 


made on a small 


vhicn are con 

nN ! Therefore, you cannot 
buy mutual shares and then sell 
them immediately without losing 
eight to ten percent « 


Common Stock 
Warrants 


Common stock warrants are 
another possible medium for ac 
cumulating a retirement income 
Warrants are something akin t 
penny shares in gold, uranium, 
and wild-cat oil stocks. They ars 
mentioned and explained here 
simply because some people art 
never satisfied they 
gambling; purchasing warrants 


in expectation of a long profit is 


unless are 


gambling. However, occasionally 
warrants do pay off well. If your 


favorite pastime is attempting 


to bring home the long shot at 
Continued on fe 


page 












ALL NEW...and Oh, So EASY 
TO SELL...AT A PROFIT! 


GUARANTEED FOR LIFE! ~~ | 


Neo-Glo Heating Elements in Fan-Glo Heetaires! 2 NEO-GLOMAWS S 


PUTTIN VL LLAANAN 
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NEW! 


THE MOST BEAUTIFUL 
ELECTRIC HEETAIRE 
EVER DESIGNED! 

New! Instant, Glowing 
Radiant Warmth . . . plus 


Efficient Fan-Forced 
Operation! 


NEW! 
SAFETY TIP-OVER SWITCH! 


AUTOMATIC FAN-GLO HEETAIRE 


Model 157T 1320 Watts $ 
Model 158T 1650 Watts 29.95 List Price 
' ' 


Sandlewood Brown Finish 











AUTOMATIC FAN-GLO 
Model 197T 1320 Watts 
Model 198T 1650 Watts 
Greytone Finish 


$2895 srr 


3 SPEED FAN-GLO (Manual) 
Model 195 1320 Watts 
Model 196 1650 Watts 


922.95 src 


plus LOWEST PRICED AUTOMATIC 
THRIFTEE Heetaires 
Model 40T 1320 Watts 
Model 41T 1650 Watts 
Cobalt Blue Finish 








NEW! 






Chrome Grille & Trim 
AUTOMATIC 
| NEW! PORTABLE $14.95 

BASEBOARD * List Price 
PERIMETER HEAT... HEETAIRE 
The Most Perfect Safe and HEAVY DUTY (240 V) AUTOMATIC 
Electric Heat developed _for Model 24T 1500 Watts PORTABLE HEETAIRES 
Families with Children! Coppertone and Beige Finish Model H-173T 3000 Watts 





$49.95 var 559.95 ir. 


Model H-176T 3600 and 
4800 Watts 


NEW! POWERFUL $69.95 ric 


prt ll See Your Distributor or write. . . 


Smart New Modern Styling! MARKEL 


Beautiful! Quiet! Lightweight! 
Model 70T 1320 Watts ELECTRIC PRODUCTS, Inc. 


Model 71T 1650 Watts 
Coppertone with Chrome Grille 

- LA SALLE PRODUCTS, inc. 
317.95 List Price BUFFALO 3, N. Y. 


In Canada: 
MARKEL ELECTRIC PRODUCTS, Ltd. 
FORT ERIE, ONTARIO 
EXPORT OFFICE: 
15 MOORE ST., NEW YORK 4, N. Y. 
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More Features! More Turnover! More 


4 HIGH-QUALITY 
HEATING PADS 


with exciting new packaging 




































































. % 
Y + | 
| 
| 
] 
] 
| 4 | 
| Ali tte oo. sara | 
Model P 18 $8.95* Reach-easy Cordset Model P 17 $7.95* Illuminated push Model P16 $6.95* Pushbutton contro! Model P 25 $5.95* Pushbutton contro 
keeps illuminated control at finger button control, three heat levels }heat levels; waterproof; removable, } heat levels; moisture-resistant; re 
tips, 3 heat levels; waterproof; wash waterproof; removable, washable washable cover dainty flower movable, washable cover in tur 
able flannel cover pink, turquoise terry cloth: color red print on white flannel. quoise flannel 


2 SENSATIONAL DEALS 
1.NEW 7-PAD DISPLAY DEAL | 2. 41-4 





Buy 6, get one pad free plus handsome new wire display stand. 


you Buy: 3P 18's, 2P17’s, 1 P 16’s. 


YOU RECEIVE FREE: 1P 25 plus 7 pad PLUS 


pack permanent display stand. 

Total retail value $55.65 
Your cost $32.32 
Your profit $23.33 





YOUR MARGIN 41.9% DEAL 


Buy any 11 G-E Heating Pads of one 
DYNAMIC NEW DISPLAY . . . shows off more of model—receive a like model FREE! 
handsome heating pad, and makes it easier for 
you to demonstrate. Permanent, self-service Buy 11 eee get 12! 
colored-wire rack displays 4 G-E Heating Pads 


Holds 3 in stoc k, too. A real traffic stopper YOUR MARGIN — 40.4% 
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> Revolutionary New Heating Unit! For 
trouble-free operation! 


+ No Salt needed! Uses ordinary tap water. 


, 


*« Steams in 90 seconds! 


ve 


> 8 Full Hours of Steam! Operates all night 
without refilling. 


> Automatic Shutoff! 
*« Pushbutton Switch! No need to 


hy 


disconnect plug. 


* Medication Chamber! Easy to fill 
easy to clean. 


~) L. 


> Two High-Fashion Colors—Pink or Blue! 
*%& Listed by Underwriters’ Laboratories! 


U 


* One-Year Written Warranty — Your 
assurance of repair or replacement of any part 
which proves defective in material 

or workmanship. 


OVER-THE-COUNTER REPLACEMENT .. . General 
Klectric protects your consumer good will with 
i written over-the-counter replacement policy 


covering the complete warranty period 


SAFER EVEN FOR BABY 











In uninsulated vaporizer General Electric’s heating 


water is electrified —could unit is insulated—safe. A 


cause shock real sales clincher. 


neral Electric Co., Automatic Blanket and Fan Dept., Bridgeport 2, Conn. 














Buy 12, get one free........ 


Retail value 
Your profit 


A BIG 40% MARGIN 


Progress /s Our Most Important Product 


@ GENERAL @@ ELECTRIC 
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Sales! More Dollars...with General Electric 


GENERAL ELECTRIC 
VAPORIZER 


loaded with features that really sell 


4" 





$116.64 
$194.35* 
$ 77.71 





A GREAT DEAL FOR YOU 


Baker’s Dozen Deal! 


BUY NOW 
FOR EXTRA 
VALUES! 
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THE RETIREMENT PICTURE 


tracks, tnen I rnt 


the race 
get a kick out of risking a Tew 
dollars on each of a wide as rt 


ment of low priced warran 


Perhaps Dreamboat wil come 
home, but remembe! ur 
playing a long shot 

Most warrants me about 
through reorganizat I ex- 
ample: a partial recapitalization 
for Alleghany Corporat n was 
proposed in 1952 b hich hold 
ers f the 514 percent preferred 
tock, with $116 11 mulated 
back dividends, were ffered in 
exchange a new bond pilus Wal 


rants Ba h 


preferred was offered a $100 par 


$100 par share of 


new bond plus 2U warrants giv- 


ng the perpetual right to buy 
20 shares « f Alle ghany 


n at $3.75 per share 


Corpora- 
tion comme 
offered as ar 


tas all 


The warrants 
inducement to the old _ share- 
holders to exchange their 
for back dividends 

paid if the 
failed for the 


right to 


claims 
which might 
never be ret rganiza- 
tion perpetual 
purchass lleghany 
common at a fixed price. Thess 


rights would become valuable if 
the Alleghany 


should 


common Stock 


rise 1n value 


In this manner, two millioz 
new Alleghany perpetual war 
rants came into existence and 
are now trading on the Ameri 


can Stock Exchange. These war- 
were first sold for 75 cents 
was when Al 
sold for three 
When Alle- 
advanced to 


rants 
per warrant. This 
leghany common 
dollar per share. 


ghany common 


eleven dollars per share, the 
varrant Id for $7.82 o ea h 
Thus, $500 invested in Alle- 
ghat t 75 cents each now 
howed a ront if ove $4,000 

If ) re interested in ! 
rants, there are books to read 
on the ibject, but if you are 
expecting fantasti profits re 


member it’s like 


half dead horse in the Kentucky 


Derby and then having yout 
horse poke its nose under the 
wire, the winner. It t doesn’t 
happ ofter ind there i 


make the profits mentioned, you 
have t I y tnese varrants at 
the ve lowest price nd sell 
out at the very highest price. If 
you could pull this trick out of 


your hat, you are better than 
Houdini ever was. Alleghany 
warrants '_ are selling today 
(February 1958 at three dol 
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} 


lars, which is quite a come down 
from their high. 


Real Estate 


that is, 


estate, 1S 


Real 
producing 


estate, income 


real pre- 
ferred by some persons for pro- 
income, but it 
When 


inking about retirement 


ducing retirement 
ilso speculation. you 
ncome, 1 producing 
should 


be considered like life insur 


1on-iIncome 


real estate such as homes 


desired while your 


growing up, but it loses mar 


antages retirement 


Most 


or desire as 


upon 


ns do not require 


pers i 


large or elaborate 
quarters after they ar 
part of the 
house is remodeled into a rental 


take in 


resulting inconveni- 


living 


retired and unless 


apartment or you roon 


ers with the 
ences, the ho ise does not con 


tribute anything towards the 


retirement Even under 


income 
the best of circumstances, the 


ion 18S meager 


retiring couple plat 
do some traveling, it is often 


best to rent an apartment, and 


itable accommodations can of 


ten be secured for the amount 


spent on the home for taxes, 


insurance, upkeep and repairs 


Commercial income real es 


tat 


e which is 25 vears old 


more likely to appreciate iz 


than a house of 


79] 
value 





age. Old houses are dated by old 


kitchens, small garage 


won't accommodate the modert 


automobile, the lack of proper 
plumbing and electric wi , 
a modern automatic laundry and 
other dated draw-backs. They 


than their original cost and 
homes built today will have sim- 
ir disadvantages later. 
Commercial real estate, if it 
is properly located in a fast 
growing community, often will 
return af 
per- 
producing re- 
After 1 


locations, I 


produce a handsome 
This was my 
method of 
tirement 


toe OF waar 
er <v years. 
sonal 


income. 
st idy 


cons! 
erable over 
erected a store building in which 
I carried on my retail business 
intil I Then, | 


the building to another concern. 


retired. leased 
One of the advantages of a com- 
that 


rental upward at 


lease is you 


the 


mercial can 


grad late 





periods in order to 


spec i fic 


cover increasing taxes, cost of 


maintenance, repairs, and your 


own cost of living. Moreover, at 
the end of each lease period, you 
have the opportunity to adjust 
the 


For example, if a fast inflation- 


vour rentals to economy. 


ary spiral developed during 


vour lease, you would have a 


catch up 
the 


chance to adjust and 
the cost of 


end of your current lease. 


with living at 

I have been extremely fortu- 
nate because I am located in the 
area with the fastest population 
growth in the United States. Al- 
investment in 


most real es- 


tate 


any 


made 20 years ago would 
have greatly increased in value 


today. Before you consider com 


mercial real estate as your 
means for producing retirement 
would be well to de 
rate of 


population in 


income, it 
termine the 
] 


aqaecrease 1n 


increase or 
your 
state < nd ly 


} 
a anda 10Cal 


area. If it is 
shrinking, do not expect a large 
growth in valuation. You might 
ecure this information by writ- 
ing to the Kiplinger-Washing 
Washington, D. C., 
their 


lation growth 


ind asking for a copy of 


ast letter on pop 


Interest in Another 
Business 


men 


like to 
other 


t Y 
r iness 


purchase an interest in 
to provide retirement 
rewarding 
a liability. It 


liability if you are 


This can be 


and it also can be 


necessary to its successful oper- 
ation. It may not do so well 
vhen 1 retire. With a small 
oncern which has only a few 


arguments often 
how to arrive at the 


am ount of dividends to be paid. 


Notes To Retailers 


These spec ial notes are for re 
tailers who individually endorse 
the time purchase contracts cov- 
ering the merchandise they sell 
and who are not incorporated 
It is important that 


you stop such endorsements for 


extremely 


a sufficient time to allow your 


liabilities to expire, i.e. your 
customers to pay up in full, be- 
fore your target date for retire- 
ment. Otherwise the claims for 
repurchase of the paper on just 
a few repossessions could wreck 
your retirement income. 

If you are one of those retail- 


ers who has a healthy amount 
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in a reserve for this purpose 
through rebates on _ finance 
charges by your finance com- 
pany, perhaps you don’t need 
to worry. If you are incorpo- 


rated and endorse as the corpo- 
ration, you don’t need to worry. 
The many 
medium are 


auditors of small to 


retailers advising 
them to incorporate and the re- 
following this advice 
often 
while, but, 


tailers are 
The 


rave and 


finance companies 


rant for a 


it is hard to argue against the 
The 


only other solution is to trans- 


advice of your auditors. 


fer your time paper to the time 


department of one of 


banks on a 


payment 
your local non-re 
course basis for a ifficient 
length of time to allow your 
endorsed 
You may not get a 
the finance charges, but at least, 
without the hold 


1] 


liabilities of the personally 


contracts to pay out 


rebate on 


vou can retire 
over 
? 


endorsed contracts. 


To accomplish almost any 
thing nowadays, it is 
the 


V« - course, and 


necessary 


to studv problems, chart 


then make 
sidetracked 


certain you are not 


Probably the greatest problem 


for anyone who is just starting 
o pl: 
the selection of his or her 


One 


in a retirement income 


“vuidance expert.” should 


especially steer clear of ama- 


teur friends and_ professional 
their own 
should be 


law, 


salesmen selling 


“goods.” An “expert” 
well 
economics 
tuarial and 
people 

There 


retired persons and this number 


grounded in taxes, 


finance, and the a 
gerontological (old 
clences 

are now over 20 million 
is increasing each year by leaps 
and bounds. It IS my 
that the 


opinion 
federal government 
should sponsor retirement plan- 
centers and 


ning encourage 


voung workers, retailers, and 
business men to start planning 
These 


might be in 


for retirement. advisory 


centers connection 
with our large universities and 
colleges and, at the start, might 
consist of adult extension class- 
es taught by a panel of indi- 
vidual experts. 

It won’t be too 


before 25 percent of our popu- 


many years 


lation is retired. Is it asking too 
much, that these 
given guidance now, so 
they 


persons be 
that 
chance of at- 


will have a 


reasonable security 


this 


taining a 
when they 
A little 


considerably 


9 


status? 
now might 
lesson the federal 
later. Retirement, 
if properly planned can be the 
End 


reach 
guidance 


tax burden 


Golden Years of your life. 
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START YOUR HAPPY NEW YEAR NOW! 


CUSTOM .  * WAV @ 
WIRED THERMO!) » " 
HI-Fl =) CHASSIS TUBE 
STEREOPHONIC © PATROL 
TV COMBOS = 2 tf wii 


\ in | SPEAKER 


\ 


~ Eé 5 ne 7 12 \ SOUND SYSTEMS / 
) SELL IIL 
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NEW DUAL CHANNEL IS CUSTOM % 
STEREOPHONIC HIGH FIDELITY COMPONENT © 


See Olympic’s wide selection of profit- PERF 
, makers in console phonographs and ORMANCE 


1 radio-phono combinations. Plus new 








Olympic-Continental imported hi-fi, \ 
] custom-crafted to exacting British 

tandard 
n 
e “ 
FURNITURE. 
| . 
STYLED = 
n NEW 3-WAY COMBOS woop CABINETS - : 
r EQUIPPED FOR STEREO 
S Complete with Stereo Cartridge. The 
n industry’s most profitable, most ex- 
‘ tensive selection ¢ of commbos in Modern, 

Tr: ditio nal, Chinese and Provincial 

4 tyling 





CLARIFIED 
- Model KD149M | SOUND 





. GET THE a . Merchant-Wise Merchandise! —_ 
a : 7 Start your Prosperous New Year now, with the Magic 9 for ’59 .. . the new Olympic \, 
a PROFIT-MAKING line ready with stereo in every 3-way combination, in every hi-fi. 


7 DETAILS New sales-making features, new styles in TV portables, table models, consoles, 
7 combos, in tape recorders, in transistor radios! Full mark-up, full profit in every 
Is from your model, plus the industry’s most successful pricing-merchandising formula! 


Olympic Distributor 
it NOW! 


‘ Your mm "to profits... 

" 

it . : 

il i Cc. 
A OfVISION OF THE SIEGLER CORPORATION 


World’s Leader in Combinations TV » Radio « Hi-Fi « Tape Recorders « Air Conditioners » Olympic Radio & Television * 34-49 38th Avenue, Long Island City 1, N.Y. 
AS ADVERTISED IN: LIFE e SATURDAY EVENING POST e LOOK e HOUSE BEAUTIFUL e TRUE STORY e CORONET e EBONY @N. Y. TIMES MAGAZINE 
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New models, advanced features, latest 
fast-heat efficiency—with the EXTRA 


selling strength you can rely on from the 


No. 1 heater manufacturer 








Model 5839 


Automatic, fan-forced-plus-radiant heaters 
—heat in 5 to 10 seconds—foremost, fast-selling 
features —2 heats, 1320 and 1650 watts 


No. 5839 (above) New Model, New Advantages! Handsome, 
wavy, brass-plated grille gives soothing ‘“‘fireplace” glow 
effect. Heating elements insulated in ‘‘Vycor’’ glass tubing. 
New parabolic reflector “focuses” heat. Push button control 
for 2 heats. On-off toe switch. Safeguard Safety Switch. 
Charcoal enamel, black plastic trim. $39.95. 


No. 5734 (right) Instant, thermostat-controlled heat, maxi- 
mum reliability. New “‘air-flow” range type elements speed 
circulation—81 cubic feet of heated air per minute. Safeguard 


Safety Switch. Bermuda bronze enamel, chrome grille and 
accents. $34.95. 
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Model 5734 
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Model 5824 





Latest decorator design— Automatic 
instant heat, fan-forced plus radiant 


Model 5824. True fan forced heat in 5 to 10 
seconds, plus radiant heat, from durable air- 
flow ceramic rod elements; fluted reflector 
increases radiance; 1650 watts, thermostat 
controlled; Safeguard Safety Switch. Clean- 
cut design harmonizes with modern furnish- 
ings. Charcoal finish with gold and black 
accents. $24.95 


NEWEST IN STYLING...instant 
full-volume heat 








5854 





Model 5800 








Utmost value, luxury in radiant heaters— 
way-ahead of the field! 


Model 5800. NEW fast action, unique design, low price. 
Nichrome wire element reaches full intensity in 5 to 10 
seconds, gives cheery “‘fireplace” glow. Spreads infra-red 
warmth widely. 1320 watts. Safeguard Safety Switch. 
Bermuda bronze enamel, brass-plated grille. $14.95 
Model 5854. Glass-panel, 1650-watt automatic. $54.95 
Model 5759. Arvin radiant heat screen, thermostat con- 
trolled. $89.95 





























9 





os Bis . 


also from distributor stock. 
for pre-paid 


Plus all this: 


FREE FREE 


. asher dis- 100 attractive, 
»rscigg oA eos ll or strong-selling ouynee 
counter, plus bright for hand-out or ma 
wall-or-window ban- use, 
ner. 


...and a bonus special: 


Buyers of Plan 2 
manent display cente L 
with retail value of $34.95. 


ul e H THE COMPLETE ARVIN LINE includes twelve 110-volt 
Arvin ly Nil models ...four 220-volt models... $12.95 to $89.95 


pocket extra profits 


4 Two new heater merchandising plans 
‘ that fit the needs of either large or 
fF small dealers 


Plan No. 1. For every six heaters—one model or mixed—ordered from 

lor ote livery, dealer may 7 one 
distributor stock for September I or earlier delivery, deale r - ay 4 om 
M del 5514 at only $5.51—50% off the 3-or-more price. Seventh t 
Model 5! ‘ y $5. 


Plan No. 2. For every 12 or more heaters—one model or ag ean 

pe drop shipment from Arvin factory before a per 1, 
: 7 50‘ zular price. 

dealer may buy one Model 5734 at only $1 1.19—50% off regular p 


2 may also order a new Arvin ‘“Merchantman” per- New Arvin Spek eaters Hither 
+ at $30 and receive free one Model 5734 heater meet a growing de 
Available to others at regular $30 price. ma 
















FREE 


Promotional calen- 
dar outlining a full 
12-months merchan- 
dising program. 





Engineered to Arvin top-quality standards, these heaters insure 
maximum efficiency. DeLuxe Model features sensitive bulb-type 
thermostat; 2 self-regulating fan speeds; scientifically cooled 
cabinet; safety switch. All are finished in handsome Bermuda 
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Consumer Products Division « Arvin INDUSTRIES, Inc., Columbus, Indiana 
Arvin also manufactures Radios, Phonographs, Fans, Car Heaters, 
ae All-Metal Ironing Tables, Leisure Furniture and “Charky” Outdoor Grills 
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bronze enamel. $44.95 to $69.95 
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lar involves ‘“cost-per-thousand 
listener impressions”. 

Station surveys indicate how 
many persons hear a given pro- 
gram; each of these listeners re 
ceives an advertising “impres- 
sion” every time he hears your 
SaiesS message. 

If the station has 10,000 lis 
teners at the time your message 
is aired, and charges $10 for the 
announcement, your cost-per 
thousand is $1 

You can use the cost-per 
thousand figure to help you de 
cide which station gets your 
business. Also, the system is use 
ful for deciding between news 


paper and radio advertising. But 


it doesn’t give you the whole 
picture 
Radio has it over newspapers 


in these ways: 
(1) Radi 

message through the _ spoken 

word—a much more 


oo 7 " so! 
carries your sales 


intimate 
and persuasive means of com- 
munication. (2) Radio permits 
simultaneous advertising expo- 
sure for the whole family, devel- 
oping the advantage of 
group reaction. (3) Radio is the 
only practical way you can get 


sa laa 
Sais 


a daytime message directly to 
the housewife. (4) If you spon- 
sor a radio program, you get 
credit for the whole program 

not just for the time your com- 
mercials run. Newspaper adver- 
tising gives no “sponsor identifi- 
cation”, that is, readers give you 


no credit for the paper’s editorial 
material 

The othe le of the coir 
radi hortcomings—looks like 


1) The radio advertising mes- 


Sage is perishable—a listener 
can’t clip and save the ad. (2 
Radio can’t shov teners a 
picture of an elect appliance 
3 Radio ha tr ble handling 
complex es message 1) 
Sponsor-identification works 
both ways; if the progran 
sponsor is a flop, your firm nam« 


will be identified with that fi 


Should I buy announcements, 
station breaks or complete pro- 
grams? 

Announcements are one-min 
ute message delivered at random 
during a regular radio program. 
Their comparatively low cost 
ideal for a multi-impact satura- 


, 
tion campaign or for modest ad 
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YOUR RADIO ADVERTISING 


STORY STARTS ON PAGE 46 


vertising by a small dealer. 

Overly-modest radio advertis- 
ing, however, can be a waste of 
money. You can’t expect a single 
spot announcement to send cus- 
tomers pushing into your dis- 
play room. But you can expect 
wide audience coverage from five 
well-placed spots a day with time 
shifts for each one at least once 
a week. 

In buying spots, make sure 
your contract guarantees your 
spots will be flanked on both 
with program material. 
Your sales pitch just won’t pack 


sides 


punch if it is delivered along- 
side someone else’s. 

To demonstrate this: next time 
the family is watching a TV sta- 
tion-break when four or five dif- 
ferent spots come one after an- 
other, quietly make a note of the 
products advertised. Then ask 
family members how many of 
these products they can name. 
If they can remember any brand 
name but the last one shown, 
they are very exceptional ob- 
servers. This separation-of- 
messages rule applies to station 
breaks as well as to spot an- 
nouncements. 

Station breaks are prime spots 
on the hour or half hour, placed 
alongside the station identifica- 
tion and time signal. Cost is 
often below that of a one-min- 
ute announcement because sta- 
tion-break announcements gen- 
erally last only thirty seconds 
Station-break time is considered 
a prestige period, used effectivel; 
by banks and insurance con 
But appliance merchan 
dising messages are usually too 


panies. 


complex to squeeze into a thirty 
second period. 

Program sponsorship is expen 
sive. But for the 


form of radio advertising is so 


retailer no 


permanently effective as a well- 
planned, wholly-sponsored radio 
how with adequate tie-in at the 
place of business. 

Recent 


microphone and 


years have seen the 
turntable in 
vindows of appliance and furni 
ture dealers. During a big pro- 
motion you can arrange to 
fifteen-minute pro- 


gram broadcast from your store, 


ponsor a 


or even an all-night show to go 
with a marathon sale. Gimmicks 
are great but you can’t beat good 
weather, 


coverage of news or 


y a locally-known an 


nouncer who has real authority 
and personality. 

If you can afford it, local high 
school football or baseball play- 
by-play coverage is usually a 
good investment for a retailer. 
Local-interest college games can 
sell for you, too. These program 
types carry blue-ribbon value be- 


cause they are “regular”, but not 


so regular as to lose their ‘ 
cial” quality. 
Music shows? 


“spe- 


If the music is 
live, local and good, maybe so. 
But if it’s an ordinary record 
show, why pay for the whole cow 
when you can get just an occa- 
sional bottle of milk in the form 
of spots during the program? 
Many would-be sponsors shy 
away because they don’t have a 
lot of extra time to devote to 
program planning. The truth 
is, for most programs all the 
sponsor has to do is sign the 
check for time and talent costs. 
But program sponsors range 
from those who prefer to keep 
off to those who 
efforts station personnel make to 


hands spoil 
produce a good show. 

If you sponsor a news, weather 
or music show there isn’t much 
you can do to dabble even if you 
However, 


want to. with quiz 


shows, panels and contests, you 
may need to furnish prizes, sug- 
gest ideas or even play host (at 
the studio) to guest panelists. 

If you don’t have time to help 
produce your show it’s a good 
idea to send a representative to 
an occasional broadcast just so 
you can keep a finger in your 
own pie. But after the planning 
stage, sponsoring a show should- 
n’t demand any more of your 


time than you care to give it. 


ean eae eer] 





What are the less-obvious pit- 


falls I need to watch out for? 


1) Bad, or old commercial 
copy: Nothing grates on listen- 
ers’ ears like copy that is six 
months old, or an announcement 
that is full of errors, jerkily 
written, or in poor style and 
taste. 

You can avoid this by requir- 
ing that all copy be written fresh 
for each airing, and by insisting 
that copies of commercials be 
sent to you before they are 
broadcast. This not only lets you 
know 
fresh, punchy copy; it also helps 


whether you are buying 


avoid price mistakes that send 
customers to your store demand- 
ing to see the new refrigerator 
they 


y heard the announcer adver- 
tise at $49.95. 

(2) Misplaced, or 
Your 


should pinpoint, within five min- 


not-placed 
announcements: contract 
ites, the time each of your spots 
is to be aired. Follow this up by 
having an employee or your wife 
listen regularly to see if your 
spot comes on at the right time, 
on the right program’ with 
smooth, enthusiastic announcer 
delivery. If you have made a 
wise contract, any ill-timed or 
poorly delivered commercials will 
have to be “made up” later to 
your satisfaction. 

Your big decisions on radio 
should be made before you spend 
the first dollar. Do as your cus- 
tomers do—look ’em over care- 
fully before you buy. Then after 
your radio campaign gets under 
way you won’t need Trendex, 
Neilsen r Hooperatings just 
listen to the happy jingle of 
your cash register. End 
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1 Vice President's Dislike by Democrats 
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By STEWART ALSOP 
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thes 1 would be the might af the long knives” 
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wre 8 pone shia to a BREAKDOWN of fle world’s major refogre coureatration 
; fan an ota wa econ The Flood Tide of Refugees 
in Philadelphi | bod ds The Bulleti 
lo present both sides of important questions opportunity. .. to have your sales messages 
. to print news fairly, accurately, and let carefully considered—at home—in the news- 
the reader think and judge for himself... to paper Philadelphians read, respect and 
exhibit at all times the good manners of a respond to. 
welcome guest in the home. 
The Bulletin goes home... delivers more 
These are some of the things that help to : — —_— nek 
; copies to Greater Philadelphia families 
explain why The Evening and Sunday Bulletin 
oe via pings: every seven days than any other newspaper. 
lives so intimately with the families of Greater 
Philadelphia year alter year. {dvertising Offices: Philadelphia * New York + Chis 
, Representatives: Sawyer Ferguson Walker Compa 
lo those with good products and services to Detroit * Atlanta * Los Angeles * San Francisco * Seattle 
sell, The Bulletin offers an unusual advertising Florida Resorts: The Leonard Company, Miami Beach. 
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The Bulletin publishes the largest amount of R.O.P. 
co/or advertising in Philadelphia—Evening and Sunday! 
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Fidelity TV Series. New Styling! The Stratford. Beautiful con- 
ole in satin walnut, blonde oak, or sierra finish veneers. 20,000 
volts of r ‘ 


i-ti picture power integrated extra amplifier for 4- 
peaker hi-fi Stereo high fi 
Black Mag 


ana 


delity phono jack. New 110 
c picture tube. Pull-push on-off controls 


ty Son-R Remote Control TV Series. New Styling! The 
1. A Decorator-approved Original. Satin walnut, blonde 


a finish veneer. Son-R remote control. “Touch-A-Matic 
g. 20,000 volts for hi-fi pictures. Extra amplifier built-in for 


fi sound. Stereo hi-fi phono jack. New 110° picture tube. 


note Control at 
ra cost! Tiny as 
ompact! Jewele 


h! Exclusive 


JULY, 


1958 








(it’s wireless 
remote controlled) 
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NEW HORIZONTAL CHASSIS 


This feature—and others shown—are easy for TV men to service. 
New horizontal chassis mounting means cooler, more efficient oper- 
ation, longer tube life, and less service calls. Admiral makes two 
basic chassis ...18,000 volts and 20,000 volts. 






































Super TV Series. New styling. The Wentworth. Beautiful mahogany, 
blonde oak, or sierra grained finish. Slimmer than ever lowboy 
styling. All top front tuning, including push-pull on-off. New 110° 
Black Magic picture tube. 18,000 volts of picture power. Full fidelity 
sound. 2 big speakers, acoustically matched and mounted in front. 


NEW GOLDEN SIGNET CASCODE TUNER 


w 
No th in The standard of the industry. 12 oscillator adjustments for the sharp- 
est possible pictures. Eliminates “snow”. Eliminates the need for 
fine tuning. Distant stations are hit right on the nose. 
Admiral TV 


First really NEW kind 
of TV in over 7 years! 


NEW POWER TRANSFORMER 


Minimizes power surge that causes most tube failures. Eliminates 
the shock hazard. Aids in cooler operation. Adds years to set's life. 


The most beautiful 
TV in the world! 


The hot line for ’59! Every set a styling standout with 
the jeweler’s golden touch! Including fabulous new 
Decorator-approved Originals! Every set a perform- : 
ADMIRAL'S FAMOUS PRINTED CIRCUITS 

Similar to that used in U.S. satellites. Same circuitry demanded by 
U.S. Government, the most exacting customer in the world. Printed 
you new features to talk about...to demonstrate... circuits are resistant to shocks, jolts, and jars. Eliminates human 
for easier selling! errors in wiring and soldering. Coded with circuit numbers. 


ance standout with Admiral’s new horizontal chassis! 
The TV that makes others old hat—the TV that gives 


No other set can touch the new Admiral for looks, per- SOLD IN 90 COUNTRIES...MANUFACTURED IN THE U.S.A., AUSTRALIA, 
formance, price, or profit. A cinch to dominate the ARGENTINA, BRAZIL, CANADA, ITALY, MEXICO, PHILLIPPINES, AND URUGUAY 


market because it obsoletes the others. Insure your 


share of the market this very minute by calling your 


rena A iliac l| 
MARK OF QUALITY THROUGHOUT THE WORLD (a) 
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SKUTTLE-DIMPLEX % 
ELECTRIC SPACE HEATER 


OFFERS MORE PROFITABLE SELLING FEATURES 


i 





Completely Safe and Patent Protected 





Fannie 
(NAN 


MANUFACTURING CO. 
MILFORD, MICH. 
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YOU CHANGE YOUR ADDRESS 


Be sure to notify us at once, 
so future copies of ELECTRICAL 
MERCHANDISING will be deliv- 
ered promptly. 

Also make certain you have 
advised your local Post Master 
of your new address so other 
important mail doesn’t go 
astray. 

Both the Post Office and we 
will thank you for your thought- 
fulness. Mail the information 
below to: Subscription Dept., 
ELECTRICAL MERCHANDIS- 
ING, 330 W. 42nd St., New York 
36, N. Y. 


NEW 
Name 
Address 
City Zone State 
Company Title 







Name 

Address 

City Zone State 
ELECTRICAL MERCHANDISING 

330 W. 42nd St. N. Y. 36, N. Y. 


FOR THE DEALER. .THE DISTRIBUTOR. .THE MANUFACTURER 





the GIMMICK 
thot MOVES 
the GOODS 





Duncan Hines- 
DINNERWARE 
TESTED—PROVEN — PROFITABLE 


The positive tie-in that is the biggest promoter 


of appliance sales in America today! 
Promotionally Priced for DEALER LOADER, 
GIVE-AWAY or SELF-LIQUIDATION 
FREE MAT ADS and Promotional Aids! 


LET US PLAN A PROMOTIONAL 
PROGRAM FOR YOU! 


Write Today for Catalog 
Sheets and Complete Details 


Stetson China Co. 


1563 Merchandise Mart, Chicago 54, Illinois 
























THE WOMAN’S VIEWPOINT 


Beware the Bridge Table 


By JULIA KIENE 


Consultant and Equipment Editor, Capper’s Farmer 


Homemakers are realistic shoppers. When 


replacing the old appliance with a new one, 


they want three things: accuracy of opera- 


tion, ease of cleaning, intelligent servicing. 


Ease of cleaning seems to have 
progressed but little since the 
days of ice boxes and wood 
ranges. Sit around a bridge table 
of an afternoon and the irate 
homemaker may overlook a grand 
slam bid she is so busy talking 
about the hours it takes her to 
clean her refrigerator 

Rightfully this homemaker 


feels she has reached the last 


straw when she has to wrap a 
damp cloth around a skewer t 
get into cracks and crevices 
Plastic tops on ve getable keep- 
ers with reinforcements ridges 
inderneath placed an inch or so 


apart are high on the gripe list 
A special brush must be used, 


not furnished by the manufac- 


turer) to remove fragments of 
leafy vegetables caught there 
ind dried 

The real explosion came over 
an escutcheon, the manufactur 


er’s name, which extends across 
the door of the refrigerator. It 
beautiful in design, but filled 


with sharp corners and indenta 


tions. Eve often it is neces- 
sary to clean those dust and 
grease collecting letters with a 


soft damp cloth wrapped around 
a nut pick or skewer. Not much 
time. Probably ten minutes in all, 
but those 600 seconds are filled 
with diabolical hate for the man- 
ufacturer 

Control dials never seem to be 
engineered with the homemaker 
in mind. Not long ago a group of 
homemakers were laughing over 
an ad which showed a sleekly 
e, setting the con- 
trol dial on her range with beau- 
tiful pastel gloves on her hands 
These good women stated they 
seldom worked in the kitchen 
with gloves, but more frequently 


gowned fema 


with hands slightly greasy and 


possibly coated with flour. The 


ridges on the particular control 


dial advertised would soon be so 





WHAT DO YOU 


NEED TO KNOW 


ABOUT STEREO? 


SULT, TESS 


gummed uy 
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cleaned 


The gleaming chrome rim 


around the range unit comes in 


for its full share of criticism 
Since a careful housewife likes 
to clean around the units at least 


once a day, why they ask, are 


those chrome rims so difficult to 
slip back into place One bridge 
player woefully groaned she hat 


ed to return home because before 


he could cook dinner she’d have 
to continue with the interrupted 
struggle to get a rim back in 
] ~ 
piace 


Why so mar ridge in the 
plastic or chrome trim on range 
especially the trim on the back 
panel ? Homemakers agree it 

ks pretty, but once in use, end 

s time is spent digging it clean 

Automatic gadgets on appli- 
ances, JUSt aS on Cars, need serv- 
icing The average housewife ex- 
pects that, but at the same time 


rained service man to 


expects a 
answer her call for help. Fre 
quently the complicated mecha- 
nism is beyond the ken of the 
service man. To alibi for his lack 
of knowledge he loudly state 
that the particular manufacturer 
never did know how to build 
household appliance 

There isn’t a housewife in ex- 
istence who enjoys hearing the 
appliance of her choice called a 
bunch of ink. If only service 
men could learn it is poor policy 
to run down the appliance on 
which he is working. A good me- 
chaniec can conquer any compli- 
cated mechanism 

It could be these details, seem- 
ingly unimportant to the dealer 
and manufacturer, which are 
keeping appliances resting on the 
dealer’s floor, rather than in the 
kitchen 

Irate homemakers around a 
bridge table can be damning to 
the appliance business 





You'll find the answers .... all of them 


. in a Special Report on hi-fi and 


radio in next month’s ELECTRICAL 


MERCHANDISING 















PROFILE OF y three out of every four record 
sales, with the biggest cities 
making the most impressive 


STORY STARTS ON PAGE 56 contributions. Not surprising to 


their parents is the importance 












































children, your chances are ex- The only notable deviation from of “teen-agers” to record sell- 
cellent. Statistically, the sewing form is the higher incidence of ing; the 16 percent of families 
machine rates the title as the sales to younger families (un- who have children in the 10-19 
typical middle class product; der 30 years old), especially age bracket account for 28 per- 
its impact is greatest in the those with children. cent of record revenue. Add in 
households of salesmen, office Another product following the young homemakers and you 
workers, skilled craftsmen and the population pattern is the vac- can expect four out of every five 
farmers. These groups buy 53 uum cleaner which diverges only dollars from the combination. 
percent of all units in relation in the case of homes with young While the bulk of the market 
to their 37 percent of the popu- children; this segment, compris- (76 percent) earns $4000 a year 
lation. ing 40 percent of the economy, or more, the real cream of it is 
Contrary to popular impres- buys 55 percent of the cleaners. at the top, where the 14 percent 
sion, the sewing machine is not earning $7000 or more provide 
ised primarily to eke out mar- Phonographs and Records a lush 31 percent of the overall 
ginal incomes; 45 percent of its These specialty items trace sales. 
sales go into homes over the their own unique sales configu- 
$5000 per year mark. In addi- rations; and records don’t fol- A Word Of Caution 
tion to the over $5000 market, low the same path as phono- Despite the depth of this new 
a fruitful field lies in the $3- graphs. The heaviest harvest of study, a few reservations should 
1000 income category—yet the phono sales—three out of every be noted. Because it dealt 
intervening $4-5000 group is a four—is gleaned from families strictly with consumer expendi- 
parse hunting ground. with children. The phonograph tures, the survey is silent with 
: enjoys a quality market: sub- regard to retail sales to busi- 
Refrigerators, Vacuum Cleaners urban oriented, college edu- ness users—for instance, it 
Of all products, refrigerators cated, well-heeled. Particularly would not count sales of re- 
conform most closely to popula- poor prospects are older people frigerators for a company cafe- 
tion distribution, a phenomenon and farmers. teria or washers to a duplex 
explained by high saturation. Metropolitan markets rack up apartment owner. Also, the fact 


14 ways to demonstrate and sell this new full-profit appliance 


Youngstown Kitchens SERVI-CENTER 


Slated to replace every kitchen sink in your town...the Servi-Center 
makes all kitchen sinks obsolete! There’s no other appliance like it 
and it’s yours to sell at full mark-up with no inventory problem and 
with no competition! It’s an eye-catcher, a traffic stopper with no 
trade-in or mark-down problems. Feature the Servi-Center with its 
exclusive new dashboard panel and complete new control-center for 


; cooking, washing and handy storage. Every woman in 
a> ‘ 
i. atl r° town will want to buy one now! 
a Se ' 
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Stock the Exclusive Servi-Center 


2 SIZES 


White and Sandalwood Colors 
Suggested Retail: 
42-inch size $199.95 
54-inch size $229.95 

















YOUNGSTOWN KITCHENS DIVISION 


1958 
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that the survey was an across- 
the-board study of all types of 
consumer spending tends to 
make it more accurate for fre- 
quently recurring soft goods 
buying than it is for durables. 

LIFE plans to meet some of 
these objections by releasing 
even further breakdowns of 
household purchasing habits. 
Analysis of appliance owner- 
ship and new machine vs. used 
machine relationships are in the 
works. 

And—if there is sufficient de- 
mand—they can produce a 
three-dimensional portrait of 
your most promising prospect 
through the wizardry of “cross- 
tabulation”. This process (with- 
in limits) can give you a cross- 
hatch on your unsuspecting cus- 
tomer by revealing several of 
his outstanding traits simul- 
taneously. Thus, your hottest 
bet for an air conditioner may 
turn out to be that college edu- 
cated executive who pulls down 
over $10,000 a year and who 
lives in the suburban home with 
the nice young kids. 

With this kind of a lead, how 
can you lose? End 


@ TILT OUT THE 8 Storage 


3ins...so handy! 


® DEMONSTRATE the 


Hand Lotion Dispenser...so new! 


®@ SHOW OFF the light over 


the Sink Bowl...no work-shadows! 


@ OPERATE the Single Handle 


Water Control...one finger does it! 


®@ PUSH THE BUTTON 
on the Detergent Dispenser... 
comes with P&G’s JOY Detergent! 


@ SHOW the Acid-Resistant Sink 


Bowl...no-splash design! 
@® POINT OUT the Hidden 
Water Faucet, just-right height! 
@® EXPLAIN the Switch for Op- 


tional Food Waste Disposer...sell 
a disposer to your customer, too! 


@ OPERATE the Off-On Light 
Switch...makes good night light! 


@ TALK ABOUT the Electric 
Clock...it’s a Timer, too! 

@ PLUG IN appliances on the 
electric outlets. 


@ TIME-SET an appliance on 


one outlet...turns on and off. 












po EEE 

| Servi-Center Dept. EM78 
AMERICAN-STANDARD 

| YOUNGSTOWN KITCHENS DIVISION 

| Salem, Ohio. 

| Please send me full details on your new 

| Servi-Center Appliance. 

| 

| 

| 

' 


Name = a = 
Firm Name__— 
Address 


le 
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AOTPOINTS 


introducing 
the hottest 

TV selling idea 
In years... 





HAND 


SPAN 
DESIGN! 


Vv uth your hand you can demonstrate the most daring, spectacular TV cabinet design 


in years! 
With your hand you can show every prospect how old-fashioned and bulky his old cabinet is 


With your hand you can show how new and advanced Hotpoint’s Flair Group models are! It’s a 
line that offers customers something they don’t already have—and the hand-span-deep demonstration 
proves it instantly! 

I you haven 


If n't seen Hotpoint Flair Group TV for ’59, ask your Hotpoint Distributor for a look right away. 
If) we know you'll agree its sales appeal has competition beaten hands down! 





NEW “DECORATOR?” SERIES, TOO! 


tomers want “conventional” TV, Hotpoint dealers can 
itor Series offers Slender Profile cabinets 


new Hotpo nt Teatures for 1959 


too! New Decor 


including the biggest 





ontrol that changes channels, 

ind off. Gives customers a full 

with Hand-Span Design, or more 
Either way, you sell ’em! 
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FLAGSHIP of the Flair Group is this striking new 
table model. 17” screen (overall diagonal, 155 square 
inches viewable picture area). It’s a table model that 
carries like a portable. Note the grille facing with “‘float- 
ing’ screen. Retractable antenna is built in. Powered 
by advanced PowerForm Chassis with full power trans- 
former. Front Speaker. Cabinet available in colors or 
wood finish. Shown: Model 17S321. 





EXCITING large screen table model in Flair Group has cabinet only 
hand-span deep. Built-in retractable antenna, front speaker, new Power- 
Form Chassis. Cabinet in color or wood finishes. Shown: Model 21S420.* 
HANDSOME Flair Group Console with two-speaker sound in smart 
louvered sound chamber. Enclosed back, Hand-Span Design, PowerForm 
Chassis. Mahogany or Light Oak finish. Shown: Model 21S532.* 

DRAMATIC new Flair Group lowboy features louvered sound chamber, 
two Hi-Vi speakers, new PowerForm Chassis, Hand-Span Design. In Wal- 
nut or Light Oak finish. Shown: Model 21S631.* 


* Screen size 21" (diagonal measurement, 262 square inches viewable picture area). 


If you're not a Hotpoint Dealer—you'll want to be! 


LOOK FOR THAT 


DIFFERENCE ( your Cuztomens do! 


Electric Ranges @ Refrigerators @ Automatic Washers @ Clothes Dryers @ Combinatior 


UN Hiv 


Washer-Dryers @ Customline @ Dishwashers @ Disposalis® @ Water Heaters @ Food Freezers @ Air Conditioners @ Television 


HOTPOINT CO. @ A DIVISION OF GENERAL ELECTRIC COMPANY @ 5600 WEST TAYLOR STREET @ CHICAGO 44, ILLINOIS 
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ONE TOUCH DOES IT ALL! 


swing: A WAY 


automatic can opener and knife sharpener 
t the touch of a finger, and shuts itself Sing AWAY 


SWING A 


Full size electric knife 


ntact your SWING-A-WAY 


1 is cut out 


sharpener included. Cx 


WAY MFG. CO 


ipplier today for the only electric with the 4100 Beck Avenue 
St lf fA < ir 
sealiv autemnetic | $27.95 t, Louis 16, Missou 


easy way 


to make pipe connections 




















FOR WASHERS, DRIERS, 
REFRIGERATORS, 
AND OTHERS 






Mode! CT—with flared joint Es 
for copper tubing 


you need a Caster X-75 
TWO-PIECE TRUCK 


$5 800 PER PAIR 


including straps 

These rugged all steel, heavily re- 
inforced two-piece trucks are indis 
pensable for handling tall cabinets that 
won't clear doorways when tipped 
{deal forthe largest, heaviest freezers, 
ice cream cabinets, refrigerators, 
ranges, etc. One truck has ball bearing 
swivel casters to facilitate guiding and 
right angle turns. Except on stairs or 
when loading, one man can handle. 
Capacity 1500 Ibs. 

NO. 102 BALANCE TRUCKS 


Lift and Carry the Load $4500 


The load balances and 35 ( 
rides on two wheels ° } 
—the mover has only 

to push and guide 

Write for circular on 

these and other trucks 

from $35.00 up F.0.B 

Findlay, Ohio 


SELF-LIFTING TRUCK CO. 


425 North Main Street @ Findlay, Ohio 



























Model ST— 
for pipe connections 














for mak 


SKINNER-SEAL SADDLE TEE 


ing pipe connections. No pipe cutting or 



















threading. Only one bolt to tighten. 
Quick, easy. Cuts cost. For installing wash- 
ers, driers, gas refrigerators, heaters, 
etc. Write for circular. 


Approved by Underwriters’ Laboratories, Inc. 


M. B. SKINNER CO. 


SOUTH BEND 21, INDIANA 
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Buy Now Drive Clicks 


Thirty-nine appliance dealers in the seven- 


| town Appleton, Wis., area cooperate in a “Buy 
It Now” drive which boosts their volume by 


some 80 percent 





Special Better Buy Now section in Appleton Post-Crescent holds attention 
of cooperating appliance dealers during 


They’re called the “Fox Cities” 
by practically everybody. There 
Appleton, 
Kaukauna, 
Combined Locks 
and there are 44 


are seven of them 
Neenah, Menasha, 
Little Chute, 
and Kimberly 
appliance outlets in them, oper- 
ated by 39 firms. These 39 man- 
got 
8-17 in a fully-coordinated cam- 
paign 
more appliances to their over- 
100,000 fellow townspeople. They 
some 80 


agements all together May 


aimed at cleanly selling 


managed to do it, by 
percent. 

“Better Buy Now” was the tag- 
line. The campaign was a three- 
man idea~—newspaper promotion 
man Ken Davis, Harold Austin 
of Major Appliances, Inc., a G-E 
distributor, John McLean, 
assistant sales manager of Wis- 
consin-Michigan Power Co. It got 
full support from manufacturers 
and from community leaders, 
Wisconsin’s 


and 


in- 
cluding Governor 
Vernon Thomson, who flew in for 
the kick-off breakfast and of 
course, got plenty of help from 
the the single 
newspaper which circulates 
throughout the area. 

Summing up the 10-day sell, 
Fox Cities dealers are generally 
happy. The “ground rules,” which 
allowed no was-is pricing, no dis- 
tress or closeout pitches, no spe- 
cific trade-in allowances, no pre- 
mium or other free gimmicks, 


Post-Crescent, 


JULY, 





special kick-off meeting. 


Others liked 
competing on a 


chafed some dealers 
this 
price basis 


straight- 
All approved the no- 
sales, though 


haggling prices 


were generally lower, cutting 
nets. 

Some Fox Cities men thought 
the promotion should have gotten 
off to Initial ef- 
fort section in 
the newspaper, largely 
tional” that 


felt were wasted. It is a fact that 


a quicker start 
was a special 
“institu- 
retailers 


ads, some 


the campaign didn’t get rolling 
until the retailers’ own ads, pre- 
senting specific merchandise at 
specific prices were digested by 
the buying public. There were ab 
about 


solutely no complaints 


traffic, or general consumer in- 
terest. 

The total of 462 major appli- 
ances sold during the ten days 
was unimpressive to some deal- 
that this 
amounted to about one sale a day 


ers, who figured out 
each. Yet, most upped their pre- 
promotion sales figures, one deal- 
the smallest—by 
300 percent. To quote one unim- 
pressed, but realistic, dealer: “‘It 


er—not some 


wasn’t a howling success, but I 
hate to think what sales would 
have been without it. A good look 
at “Better Buy Now” reveals, in 
other that dealers got 
their share extra sales in direct 
proportion to the amount of extra 
effort they expended. 


words, 
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HERE'S YEAR-ROUND SALES HELP FOR YOU... 
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STEELMARK ;. -—— 
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‘oducts made of 















Here’s the selling message... 


United Stat s launching t 
nic new STEELMARK Marketing 
mak 
teel! Striking 2-page, tull-color ads in 
THE SATURDAY EVENING POST and 
IME magazin 


ronth to 25,000, 
f THE UNITED 
STATES STEEL HOUR tel 
And 


ned STEEI 





Stee! \ 
+/ = 
ad ‘ 
wy +> 


Steel , , e,* 


Steel 


+ | Steel 


Here's the STEELMARK that sells... 


STEELMARK —th 
KCcitement 
STEELMARK Program right into your own . 


The STEELMARK on any prod 








Here's the selling magic for you... | 


STEELMARK 15 a selling program tor you 












eg spnertlli_ 


Beca t its tremendous advertising and 


] ] 1 
landising impact on people everywhere, 


1] BT 1 

Il: talking the idvan- 
1 in your own selling torts 

lo tind out about the many ways STEEL- 


MARK can spell sales magic tor you, turn 


{ 
timetable for STEELMARK advertising —Z4 


U.S. STEEL HOUR— 
July 2, 16, 30; August 13, 27; September 10, 24; October 8, 22; 


mber 5, 19; December 3, 17, 31 \ 
| 


April 21; May 26; June 30; July 28; August 25; September 29; October 27 \ 


November 24; December 22 \ \ 
4 
& SATURDAY EVENING POST— We 





April 19; May 17; June 7; July , August 9; September 13; October 


December 6 






»\ mbetr le) 








1. SEND THE COUPON 









Get your free STEELMARK Kit. It gives you merchandise tags. stickers 


, * ec 
window, wall banners, display and advertising ideas, ad mats, and other pro 









Follow 
these four steps 


to selling sSuUCCeSS 2. USE THE FREE AD MATS 


Appliance niece cteiesieeii cas 
Specials Mosel ftautefa, 
with the re ints | 


: nals of aN but als 1OM & im] le wa | ; | 
STE F LM A H K Yo-tt-Yourself + th ments to mak urown STEFI 


i" oregech 
BD) | stone aac. 8 
rit t 


] 


7 
} 1 . 3 rr) 
motional materials that will enable you to add the extra “‘sell” of STEEI MARK 
to the steel products you carry. Write toda) 






















Garden Tools 2° 
PES <:lath 
L Ss 


+ 
sa WOrk in we 
KITCHEN + 


ug 


\ 3. USE THE FREE DISPLAY PIECES 

reed | ) — The display materials ir STEEI 

S y 4 a t 7 MARK Kit show how modern steels 

| _— - Kitchen Center bi mod _ ; : ‘ 1 Build S1 FI [ 
Gift Center | - 


bout Outdoor livingCente |. Pas | 
oe a I 1) il i \ 
Toy Center imp! remember STEELMARK 
a ’ CN ae Program works for you on an 


- | +: a © 


—— 4. USE THIS SALESMAN’S GUIDEBOOK 


Your tree STEELMARK Kit even hel; tumulat 


W a lo ( A Sal! 


$+ HH > 64% 64% 6% 6% 64% 64% 6% 94% 


STEELMARK PROGRAM 
United St ates Stee| + 


30, Pennsylvania 


{ARK Merchandising Kit. I understand 


Department Store Hardware Store 





Kitchen Dealer 


t) 


EI 


RK 














Dominion Steam and Dry Iron 


Model 1075— Numerous scientifically-placed steam jets provide 
a blanket of steam for faster, easier ironing. Floating cord for 
either right or left-handed ironing. Lightweight—only 3'%4 lbs 


Styled in chrome with 1-Year Replacement Warranty. 


Get the complete Dominion Full Profit 
Margin story from your distributor or 
see us at Booths 465-67-69-77 at the 
July Housewares Show in Atlantic City 


priced to sell at full profit margins . . 





DOMINION ELECTRIC CORPORATION + MANSFIELD, OHIO 


Losing Your Shirt on 
small appliances? 


SWITCH TO DOMINION and sell top-quality, competi- 
tively-priced appliances with FULL PROFIT MARGINS! 


Sick and tired of selling small appliances at cost? Then dust off your counter space and 


make room for Dominion! These nationally-known appliances are styled to appeal. . . 


Here are two examples of modern, new Dominion appliances that will put the profit 
back into selling. These two new items, and the complete profitable Dominion line, will 


make every day promotion day for you! 


Dominion 4-Slice Toaster 


Model 1140—Provides plenty of hot, fresh toast for the entire 


family. Precision thermostat assures uniform toasting 


dark, or in-between. Oven-type interior keeps toast warm longer. 


Large crumb trays in base for easy cleaning. 


. guaranteed for complete customer satisfaction. 
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‘“T don’t know who you are. 
I don’t know your company. 
I don’t know your company’s product. 
I don’t know what your company stands for. 
I don’t know your company’s customers. 
I don’t know your company’s record. 
I don’t know your company’s reputation. 


Now-—what was it you wanted to sell me?”’ 


MORAL: Sales start before your salesman calls 


—with business magazine advertising. 


McGRAW-HILL Publishing Company, Inc. ‘@: 
330 WEST 42nd STREET, NEW YORK 36, N.Y. 
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sad adventures of “OFFIE BRAND” the serviceman 






































don’t wear out your welcome 


ALWAYS USE F.S.P. 


Factory Specification Parts 
are designed to eliminate 
profit-eating service call-backs 


“FSP” replacement parts fit right and 
work right in RCA WHIRLPOOL ap- 
pliances because they are precision 
made to the same, high quality spe- 
cifications as the original part. For 
example, “FSP” spin tubes have as 
much as 25‘ 
brands,” for greater moisture and 


more plating than ‘“‘off 


THEY LOOK ALIKE... BUT 
CAN BE SO DIFFERENT! 


rust resistance. Flanges are securely 
attached by “‘‘spun over” lips to 
prevent loosening and noise. Why The imitation right, might 

not provide the exact align- 
ment or over-all high quality 
of the ““FSP”’ spin tube on 


the left. 





gamble? Always use an “FSP” replace- 
ment part. See your RCA WHIRLPOOL 
distributor or authorized parts jobber. 


| 


Factory Specification Parts for 


Rea Whirlpool APPLIANCES 


meet the toughest specifications in the industry 








Service Division, WHIRLPOOL CORPORATION St. Joseph, Michigan 


+s mA 4 9CA ed by te k owner Radio Corporation of America 


NARDA SURVEY 


STORY STARTS ON PAGE 64 

year’s big harvest of hi-fi. 

Washers were second in impor- 
tance, doing 19.2 percent of the 
dealer’s volume and continuing a 
four-year uptrend. Dryers were 
riding a 6-year uptrend and did 
6.2 percent. Air conditioning in- 
creased its importance sharply 
from 2.7 percent of 1956 to 4.8 
percent last year. Refrigerators 
did 13.8 percent, but continued on 
the volume downtrend. Kitchens 
eased slightly from 3.9 to 3.7. 

Small appliances as a group 
dropped sharply in importance, 
doing but 2.6 percent of NARDA 
dealers’ business, down from 4.7 
the previous year and former 
highs of 5.5 in 1954 and 9.1 in 
1949. 











A decade from now the 
industry will offer at least 100 
electrical products as compared 
to the 57 or 58 appliances nou 
available. 
Chris J. Witting, vice president 


Westinghouse Electric Corp. 





What of the outlook for 1958? 
Despite recession, 85 percent of 
the dealers answering NARDA’s 
survey expected sales to be up in 
1958. They were not so bullish on 
profit however, 43 percent expect- 
ing no change in profit picture; 33 
percent seeing a decline. 

Laundry was seen as the depart- 
ment with brightest prospects for 
1958, followed by hi-fi, TV—and 
appearing for the first time 
stereophonic sound was mentioned 
in 8th place. 

In foraging for new business in 
1958, some dealers will be reaching 
far outside the traditional appli- 
ance-TV lineup of goods. Boats 
and outboard motors led the list 
of outside items, followed by 
sporting and heating equipment. 

End 
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FOOD PRICE 
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31LO-FREEZ 


The Finest and Most Compact 


Trouble-Free Refrigerator 
Beats all competition. . 
Quality-Wise and Price-Wise. 

FULL PROFIT MARGIN. 














Compact — Portable — Can even hang on wall. 
Ample storage capacity — Overall size 20x 22x21 
All Steel Cabinet — White, Mahogany, or Blonde 
Baked Enamel Finish. 

Equipped with lock and key, adjustable shelf. 


Efficiency Size; Cooling unit functions 

on absorption principle without motor 

or compressor, fully automatic — NOISELESS 
AC-DC, voltage-110 


Opens New Selling Fields to You! 

Hotels and Motels 

M Doctors, Dentists, Veterinarians, 

M Boatmen, Summer Homes, Cottages, 
Drugstores, Offices, Stores, 

Game Rooms, Home Bars, Trailers, 

and Many More. 





a 
i 


AAW AAA AS) 


<4 x Xs 


PATAURT XD 
VV YY) 


®@uarantee 


The SILO-FREEZE is quaranteed to moke 
money for you, af o full profit margin 

List $129.50 Feir Treded $99.50 White Finish 
List $139.50 Foir Traded $109.50 Mohogony or 
Blonde Finish. Slightly Higher in The West 


Some Important Territories Still Available 


Rexilo Products Inc. 


Empire State Building, 
New York City 1, N. Y. 

























Now! 
Guaranteed extra a profit paid to you by 


J, SYLVANIA [ 


z In Cash! Over normal profits! 


The newest most revolutionary dealer incentive program in TV! 

















UNLIMITED SALES AWARDS 


Find out all about it at your SYLVANIA distributor's show 
Watch for announcement of dates in your market 


a , 
You are paid for performance 
on Sylvania TV sales 


e Extra profits begin with your first order 


.* dibs dibs dibs dbs abs abs db * ab * ab’ db * ab* ab * ab * ab * ab* ab’ ab’ ae’ ae’ ae’ ae’ ae * ae* ae: ETT TTTTrTrTTTTiTTerTe 


Now’ the time to bea SYLVANIA dealer 









puts you on the profit track 















Promotion featuring the new... it 


travel hair dryer 


New — needed — wanted... the exciting Airjet 
Travel Hair Dryer... your ticket to first-class 
profits on the Oster Back-to-School Promotion 
Special. First and only, new Oster Airjet Travel 
Hair Dryer creates a big volume-profit opportu- 
nity for you. A sure-fire seller to the back-to- 
college crowd ...to all women who travel. 










went OR 4 REFUND Py 
SS * o> 
* Guaranteed by @ 
% T>>A\ Good Housekeeping 
. hoy ~*~ 





\\) 
AS apvepristd THE 


Only Oster has a travel hair 
dryer...destined for sales-profit 


success and ready for a 





ready-made market. 
MODEL 208C—complete with 


Dryer stand folds smoothly, 


drying hood and travel kit— easily down to compact trav- ' 
eling or storing size. No de- P 
$24.95 retail. taching or attaching. : 


fon Oster 
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+k HB with a Back-to-School 
... ithe first...the only 





ir... demonstrate these full-of-feminine-appeal features 








D % — 3 
ar —=— 
Big plus feature — you can 
offer customers a choice of 
smoothly, Dryer fits snugly in its smart Tucks tidily into overnite or direct or confined hair drying. 
act trav- red travel kit...designed and cosmetic case...ready to keep Each Oster Airjet Travel Hair 
. No de- color-styled for feminine ap- her hair lovely, wherever she Dryer includes a scientifically- 
peal. goes. designed Vinyl hood. 
} MANUFACTURING CO., MILWAUKEE 17, WISCONSIN 
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(3185 ns wnat vou NEED 


TO MAKE YOUR STORE BACK- 
TO-SCHOOL BUYING 


Ca 


HEADQUARTERS "=| 


4 


= 


ft 


Regular Airjet Travel Hair 
Dryer, Model 202C—$19.95 
retail. MODEL 202CH, 

with hood—$21.95 retail. 








MODEL 104C — 5-piece MODEL 144 — 8-piece 
set in display carton— set in display carton— 


$10.95 retail $12.95 retail. 


an ro Re 


we 
‘*" Guaranteed by > 






Oey 
‘> Lo. rn 
MODEL 117C — deluxe MODEL 145 — 12-piece 
5-piece kit in travel case set in display carton— 
—$14.95 retail. $17.95. 


Terrific and Timely Product Line-up...Display 
regular Airjet with new Airjet Travel Hair 
Dryer for multiple sales. And feature famous 
Raycine Haircutting Sets, fast sellers to the 
back-to-school trade. Only Raycine Haircutting 
Sets have the Goop HOUSEKEEPING SEAL OF 
APPROVAL! Illustrated step-by-step haircutting 
instruction booklet included with each set. 





a = 

ges "oy 
Women Important to You—and poised for the 
take-off on the big back-to-school buying spree— 
will see new Oster Airjet Travel Hair Dryer in 
August issues of VOGUE, LADIES’ HOME JourR- 
NAL, GOooD HOUSEKEEPING...Raycine Haircut- 
ting Sets in August GooD HOUSEKEEPING. 


Shopper-Stopper Display Materials for You—A 
complete and colorful array of trim for your 
store... Eye-Beam display—product counter dis- 
plays for both hair dryers—streamers on hair- 
cutting sets and hair dryers—full-color con- 
sumer literature on all products—newspaper ad 
mats and radio scripts...all yours when you 
tie-in with the Oster profit-making Back-to- 
School Promotion. 


So get started on your back-to-school profit 
trip. Mail the convenient coupon today. 


JOHN OSTER MANUFACTURING CO. 
Dept. J8, 5047 North Lydeil Avenue 
Milwaukee 17, Wisconsin. 


Please send complete details on Oster Back-to-School Profit- 
Making Promotion. 


NAME 

COMPANY 

ADDRESS 

CITY ZONE STATE 
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ONE MAN Safely Delivers 


Everywhere | go, 800 LB. LOAD 


it's GBE*!”’ 






news AT A GLANCE 


Arvin Industries, Inc., is offering two merchandising plans 
to dealers who purchase portable electric heaters for shipment 
before September 1. One involves the purchase of six heaters 
from distributor stock; the other, 12 or more ordered for drop 










shipment before the deadline. Each plan provides for price 
discounts on additional heaters and free merchandising aids 
for the dealer . . . A similar plan has been worked out for large, 
medium, and small dealers, who will get extra discounts and 


WHEELS SWING FORWARD merchandising aids for orders of 12, 18, and 36 radios. 
FOR LOADING 


SE ee Emerson Electric Manufacturing Co. achieved the highest 


































sales for any quarter in its history. Sales were $20.2 million, 


f 
) en. 
Slides Upstairs 
BW ¢ rr) \* Downstairs agen. compared with $18.3 million last year. Earnings were $841,500 
¢ o—~ r) with Easload Appliance compared with $795,380. 





Trucks. One man easily 
and safely does the work 


: of two with Easload, the Fedders-Quigan Corp. announces that air conditioner ship- 
O In and Out only truck that takes the h hed ‘ah h 4 tek foil | 
of Trucks weight off the man and ments have reached an eight-month recor igh. Fedders also 
—— it on retractable claims a larger percentage of industry sales for the same period 
wheels. 


than ever before. Fedders attributes its success to its early mer 
The welded steel frame 


. has protective rubber pads chandising and acceptance of heat pump room air conditioners 

on the load side and tubular slide runners 
on the back. Heavy web belt and positive 
£ ratchet-type cincher secure appliance on 
truck. Load balances on large ball-bearing 
wheels, cushioned on 10 x 2.75 tires. Two 
small rubber wheels in toe plate aid loading. announced by Refrigeration Discount Corp., Kelvinator’s sales 





as well as dealer response to the new portable line. 
A “Peace of Mind” bond plan, effective immediately, has been 


ON MONEY-BACK GUARANTEE of satisfaction financing subsidiary. The plan is intended to encourage people 


d . 50. . 
*GBE is coming! For the full story, a Ny Coe aoe) Sy Geren to buy appliances they need right now without undue concern 


see the August issue of Electrical Colson Equipment & Supply Co. about monthly payments. The bonds permit time payment users 
enema 1317 Willow Street, Los Angeles 13, Calif. to reduce payments by one-half of the required monthly pay 


ment, extend their payments by one or more months, and to 
@ STEBERY borrow a portion of payments already made. 


Motorola’s first-quarter sales slumped from $52.3 million to 


$40.1 million and earnings were $677,782 compared with $2,137,- 
XR 587. The company expects a healthy step-up in portable radio 
and television volume within the next few months. 
——_- 
C ORBLITES A free hook-up of the Norge Dispensomat washer and match 
a 6 ing dryer features a new promotion recently outlined to dealers 
The “Sales Spectacular” includes a live five-minute demonstration, 


l a feature flip chart for use by dealers, and a free cellulose sponge 
Ay Hey st gift for consumers. The company is paying up to $50 toward 











Steber Orblites give 
you something new 
in lighting to talk 
about and sell! 


y 


a AND T 
ow TH Beautifully designed to blend into any 
decor, the New Steber Orblite provides a 


new kind of flexibility for smart accent 
lighting. Orblites highlight furniture, hi-fi 
equipment, colorful , walls and give 
unusual indirect lighting effects. Their use 
is as wide as the imagination. 

Orblites completely shield PAR-38, R-30 
and R-40 sealed beam lamps to eliminate 
annoying side and back halolight. They 
are available in three sizes, 6, 7 and 8 inch 
diameters, and in three attractive finishes— 
white with gold veiling, black with gold 
veiling or solid neutral graytone. Here’s 
a new item that sells on sight! 


the cost of hooking up the Dispensomat and matching dryer. 


(Continued on page 96) 





Swivel Curvettes in black or 
polist ed aiuminum 


Write for Steber Bulletin No. 1091-58 
describing the new Orblites, Curvettes and other 


modern Steber lighting unit i ie » a 4 ‘ 
my STEBERY TOP EXECUTIVES of the company did the order taking during Maytag’s 
9” 


recent “Operation 72” sales marathon. In the picture above, Fred Maytag, 
STEBER MANUFACTURING CO. Dept. 64, Broadview, Illinois first table left, and other executives do their stint as part of the 72 hour 


are rhic stted sales salers of more than $17,000,000 worth of 
STEBER MFG. CO. OF CALIFORNIA, Inc. STEBER-WOODHOUSE, Ltd. = " saves , hich a to dealers of more than $11 ssi 
( > al aryv e¢ 1e i. 
242 So. Anderson St., Los Angeles 33, Calif 33 Ingram Dr., Toronto, Ont., Canada sete ay eee 
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eprrited from World Telegram and Sun 


By LYLE C. WILSON, market were rich no more, 
United Preas Stasi Writer and many of them left their 

WASHINGTON, April 16 plush offices by high windows 
The old timers who were '"5 stead of the elevator to 
pund for the big depres- plop dead on the side walk 
sion which below 

began about Shoestring spec ulators were 
30 years ago wiped out by the multi thou 

will note sands Country banks began 
some dif- to fold. City banks folded 
ferences be- too. In the fourth yea! of 
tween then depression, the pore of 
¥ and now. Michigz an decreed an eit day 
i The princi- bank holiday to preven 
£ pal difference wholes ale closings Franklir 
Z is that now D. Roos evelt took office as 
% 

of the 


of political debate immediately closed ¢ 


"sf 1929. The big depression 
Soeegan then with a bangety 
bang which blew the cellar of 
p the New York Stock “Ex 
pehange down somewhere in 

» the rocky sub-structure of 
) Manhattan Island. That's how 
Phard and fast stocks fell on 
ethe black Thursday and black 
'Friday that marked the end 
“of the Coolidge boom. 


tg * * * 


That was only a beginning, 
thowever, and when the real 





% 
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Depression or Buyers’ Strike? 


single day March 9, 1933 

complex to more than 1 
ned to effect some re 
and to enable the 
of sound banks. There were 
nearly 13 million une mployed 
in the U.S. in 1955, and FDR 
soon was off on Ww 
like a massive government 1 
spe nding campaign 
obs 


gan to taper off ie jo bl 

iv — after long years 
FDR either spent too little wat oduction, numbere@ 
money or the policy of ma 22 million or about 4 percent 


sive government spending 
no employment cure 
record will support one cor 


Lyte C. Wilson = it is more a President w! ithin a — and 
clusion 01 the other 


ployment down to a 


was 16.5 


: 


a matter of fact banks to protect ah pad 
Whether there is or is not a withdrawals by frighter ed de 
ression in the works or positors 
the way. Congress m spet ‘al session 
Not so in ag early autumn got busy and P ed in a 








































force. By 1948 1t 


able labor 
banking bill de- was Up 
forms million 
reopening labor force 

FDR spent on, but vi 

ployment refused to Wi 
and go away There rem 
what looked 5.5 million unemploy 
941, 10 percent of the 
force. Then along came W 
War II and une employment 

Yt 


19 percent of 


to create 


of the labor force 
The The least unemployment on 
record since the big depres 
sion was 1.6 million in 195 
By 1456, FDR had unem- That was 2.5 percent of the 
little labor force In the boom-boom 
waetiie h years of 1955-56-57 unem ploy- 
ment was, respes tively, 2. 
million, 2.5 million and 2.7 
million, ranging from 4 to 3 
and back to 4 percent of the 
available labor force 

These figures somewhat 

illuminate the present sit 
het in which unemployment 
is counted at 5.1 million, which 
is 7 percent of the 1958 labos 
FDR never was abl 


wore than 9 million, 
percent of the aval 


4 


ua 


force 
tu bring unemployment to 
low a figure That is small 
comfort to the man or woman 
without a job today 

It may bear, however, on a 
current question Is there a 
depression or IS this a buyers’ 
strike against high price 3? 
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: arket collapse came some 
months later the panic was 
fon. Rich men caught in the 

- i io, 4 i, cme 


Yes it’s true i 
rué only the retail merchant is really in a 





te , and 1° fo. at re 5 € Ss, 1 O- 
| | wt | ; : : ) I h it means more job: more income, more pr 
ex} ris reg: I ] 5 } « e « 
1 yr | t} sen e | S | > th 2 cons TY a sort than eVE befo ou iste 
| . : . B* re re earch . r t iF 
ye € ir¢ € res el is aque e¢ 1 im 7 7 J rein our h 5 ry 


ers’ desire > Ww 
lesire to be wooed and won and many retailers hav 
’ é Ss have 


How abo it? 
< ut it Depressi 
. C ssion or buvers strike‘ ’ 
in you! uyers strike ? It Ss up 


alre: . ; en 

ilready had truly surprising results when they went out 

and “asked for the order.” . : 

FREE! Get going today! Wri 

cnr - : = Write at once for illus- 
¢ ) o Turn the Tide” bookl in 
ceca lg - et offering 

: aluable and v ital selling ideas. The Adverti ie 
ouncil, 25 West 45th Street, New York 36 N Y. 


Do people have the money to spend?” 


ou bet they do! The facts show another big upswing 





in the “K J 5 i 
works. I ». population will soar between now 
> ) 


YOUR FUTURE IS GREAT IN A GROWING AMERICA 
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THE ONLY 
FINE 
FURNITURE 
LINE 
with ALL 










| 






GENUINE 
MAHOGANY 


The mater of thes armciy Nas 
weed Gencine Mahogany 









voneers on the plywood 
act neon 


No. GN 94720 











Northfield 21 








Wakefield 21 


ft from PRACTICAL PORTABLE 
to INCOMPARABLE CONSOLE 
ALL GENUINE WOOD! 





Sheffield 17 


Flanders 24 
59 is Du Mont’s year. And you can make it yours! 


Because, now, more thanever... You do better when you do business with 
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Canterbury 21 Newport 24 


Putnam 21 Beverly 21 Chatham 21 Versailles 2] 


Only Du Mont gives you 
all genuine wood and fine 
furniture styling in every 
television and high fidelity 
set—right down the line in 
’*59—from 17” portable to 
incomparable combination. 


No metal! No plastic! 

No printed cardboard! 

All genuine hardwoods... all 
fine furniture styling... 

all hand-wired circuits— and 
all priced to make a profit! 


You'll find the newest 

circuitry, the smartest 

cabinetry, and the greatest 

value in distinguished Du Mont 
for 59. Tangible value you can 
see... you can feel... you can sell! 


Palm Beach 21 Essex 21 = 


Imagine! Permanent fine tuning — as easy to set as your wrist watch! No service man! 
No tools! Each owner adjusts his own set in his own home to the best picture and the 
best sound on every channel— permanently locking each adjustment with the amazing 
new Du Mont Perma-Tune* Control. Should the set be moved, or if reception condi- 
tions change, the channel is Perma-Tuned* again in seconds by a simple turn of the 
Perma-Tune* Control! Gone forever is knob-fiddling fine-tuning! And Du Mont is 
proud to announce that Perma-Tune* Control is a standard part of every Du Mont 
television set in the Collector Series for 1959. *Patent Pending 


ith Dp U M 0 4 
v1 First with the Finest in Television and High Fidelity 


NG 





Allen B. Du Mont Laboratories, Inc. East Paterson, N. J. 
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éeYEATS appliance dolly 


AL) 





ideal for moving: 


e ranges 

e refrigerators 
e water tanks 

e washers, etc. 


Yeats tough, yet featherweight, alu- 
ee minum alloy frame is felt padded in 
Weight 36 Ibs. front — has smooth runners in back 
that allow handlers to ease the 
heaviest loads over truck tailgates. 
Patented strap ratchet grips appli- 
ance vise tight without marring in 30 
seconds or less. This on-in-a-flash 
loading plus on-a-dime wheel pivot- 
ing on stair landings and in other 
close quarters . . . save costly labor 
time on every appliance delivery. 


CATERPILLAR STEP GLIDE You'll find a YEATS dolly more than 
Endless rubber belts glide heavy loads pays for itself! See your dealer or 
over stairs without marring . .. end second write direct! 


story delivery problems. Curved cross 
members on frame fit rounded appliances. 


YEATS “Everlast” COVERS & PA 


YEATS semi-fitted covers are rare 
made of tough water repellant 
fabric with adjustable web 
straps and soft, scratchless 
white flannel liners. All shapes Range 
and sizes—Write. Cover 





SEND postcard for full information 
en our complete line TODAY! 


SS 
appliance dolly Refrigerator Cover 
tex ee ; 


sales company 
2127 N. 12th St. MILWAUKEE 5, WISCONSIN 


“What's all this STRONG 


GBE* business?” 
AGA APPROVED 


HEATER S 


















The Brand NEW Armstrong 











Series 200 Vented Circulators—with or without 











radiant feature—designed with that sheer 











look to fit in with any furnishings 








For use with Natural-Mixed, Manufactured and 
LP Gases. 30,000, 40,000, 50,000 and 70,000 
B.T.U 




















Finished in Armstrong's own “‘Mocha-tone” tan 





with front grille in contrasting gold silicone 




















enamel. Front removable for easy cleaning 
Blower converts to a forced air unit in a few 
minute 























Write for full specifications prwge 
*GBE is coming! For the full story, , leta on off 66 Arm RMSTRONC 
see the August issue of Electrical WYONG MENS ONG See A DEPEND ON IT 
Merchandising. ARMSTRONG PRODUCTS CoRP. ‘QRABMN 








OF ITS KIND 
Dept. EM, Huntington 12, W. Va 
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news AT A GLANCE 


Olympic Radio & Television has not been standing still. 
The company reports increased sales penetration of 35 percent 
in the television market and 30 percent in the radio market as their 
TV sales moved up 5 percent in the first four months of ‘58. 


Packard-Bell sales for the six months ended March 31 in- 
creased 3.4 percent to $16.9 million. Net income for the first 
half of fiscal 1958 rose to $412,935 compared to $403,981 during 
the corresponding period last year. 


Increased demand for Quicfrez, Inc., products has neces- 
sitated the hiring of a 50-man night shift. The company has pro- 
duction orders booked through this month and has been operating 
on a 50-hour weekly schedule for several weeks. 


Mystery shoppers’ are visiting department, hardware, and 
appliance stores throughout the country to test sales techniques 
in selling Shetland rug cleaning floor polishers. Sales persons 
who correctly stress those selling points the company desires to 
be covered will receive a prize through the mail for each successful 


sale” to a “mystery shopper.” 


Sunbeam Corp. has allotted its entire initial production of 
a new line of electric clocks, featuring models with “wrap-around” 
face-crystals for wide-angle visibility, exclusively to the western 
states. Market studies indicate that the western states, headed by 
California, embrace worthwhile new products at a rate approxi 
mately 50 percent faster than any other section of the country. 


Majority control of the stock of Symphonic Electronic Corp. 
has been acquired by F. L. Jacobs Co., Detroit. No change in the 
present management is contemplated. 


Net earnings of $468,298 for the fiscal year ended March 31 
constituted a 96 percent increase over the previous year for 


Waste King Corp. 


Westinghouse high fidelity projected itself into the world of 
music June 9 when, with Jordan Marsh & Co., it launched a week- 
long “Salute to Boston . . . City of Music.” Highlight of the 
promotion was a Debut Concert of outstanding students selected 
from the leading schools of music in Boston, complete with radio 
and television coverage. 


The fact that family photograph albums are still popular was 
proven in two cities recently by Whirlpool Corp. in test pro- 
motions involving RCA Whirlpool home cleaners. Offering an 
album and photo enlargement package valued at $39.95 with 
every cleaner sold, the company reports that Minneapolis dealers 
sold 700 units in a week and Oklahoma City retailers moved 250 
in three days. . . . Whirlpool says that all but seven of the 17 
room air conditioner models with which the company went into 


1958 were virtually sold out of factory inventories by May 26. 


The National Institute of Wood Kitchen Cabinets has 
announced a curriculum of 27 subjects for the two-week basic 
course and a schedule of 15 subjects for the one-week advanced 
class of its second annual Training School for Kitchen Specialists. 
An unusually-high rate of early enrollments has been reported. 
Both courses will be given at Michigan State University, East 
Lansing, beginning August 17. Application forms can be obtained 
from the institute at 75 E. Wacker Drive, Chicago 1], Ill. 
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people IN THE NEWS 


Whirlpool Corp.—Robert E. Brooker, vice 
president of Sears, Roebuck & Co., has 
been elected president of Whirlpool. He 
succeeds Elisha Gray II, who has become 
chairman of the board. W. C. WICHMAN 

Brooker joined Sears in the Pacific 
Coast buying organization in 1944. Prior 
to that he had worked for Southern Cali- 
fornia Edison Co. and the Firestone Tire 
& Rubber Co. Brooker was named vice 






R. E. BROOKER president of Sear’s factory division in 
1951 and was elected to the board of di- 
rectors the following year. 

Gray began his present affiliation in 
1939 with the Nineteen Hundred Corp., 
a predecessor to the present company. He 
became vice president in 1940, a director 
in 1943, executive vice president in 1947, 
and president in 1949. 


th, 


V. F. PETERSON 





ELISHA GRAY I! Philco Corp.—The company has an- 
nounced reorganization of its consumer 
products division to include both elec- 
tronic and appliance products. Larry F. 
Hardy heads the division as vice presi- 
dent and general manager. Harold W. 
Schaefer, formerly vice president and 
general manager of the appliance divi- 
sion has been named vice president-prod- 
uct development and planning for appli- 
ances. The marketing department under 
Henry E. Bowes, vice president, as previ- 
ously announced, will be responsible for 





L. F. HARDY 


the sale, merchandising and advertising 
of all Philco consumer goods. 

Reporting to Bowes is John A. Rishel, 
Jr., formerly general manager of the re- 
frigeration department, who was ap- W. R. TAPPAN 
pointed manager of marketing. Gibson B. 
Kennedy, formerly sales manager of the 
television division has been named gen- 
eral sales manager for all consumer prod- 
ucts, and James J. Shallow, general man- 





H. W. SCHAEFER ager merchandising for the marketing 
department. 


National Appliance Service Association, 
Inc.—Milton Z. Wallach, Electra-Craft, 
Inc., New York has been named president 
of the National Appliance Service Associa- 
tion. Election of Wallach took place at the 
closing session of the organization’s ninth 
annual convention in New Orleans. 


A. P. TAPPAN 





J. A. RISHEL, JR 


National Electrical Manufacturer’s Asso- 
ciation—J. B. Ogden, general manager of 
the air conditioning division of the Whirl- 
pool Corporation has been elected chair- 
man of the association’s new room air 
conditioner section. Paul Augenstein, 
general manager, room air conditioning 
department, major appliance division, 
General Electric Co., was elected vice 
chairman. 


A. W. RORK 





G. B. KENNEDY 
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Hotpoint Co.—William C. Wichman has 
been named as general manager of the 
Hotpoint Co., division of the General Elec- 
tric Co. Wichman, a General Electric vice 
president, succeeds John C. Sharp who 
has announced plans for retirement. 
F. W. McDonald has been appointed man- 
ager of the company’s Chicago district. 
E. W. Putz takes over McDonald’s former 
position of sales manager for the Mil- 
waukee-Appleton, Wisc., area. 


Hamilton Mfg. Co.—V. F. Peterson has 
been appointed sales manager of the com- 
pany’s appliance division. Peterson was 
formerly appliance sales manager with 
Montgomery Ward & Co., and prior to 
that laundry equipment sales manager at 
Norge. 


Easy Laundry Appliances—James 8S. Mil- 
burn has been named assistant director 
of advertising for Easy Laundry Appli- 
ances, division of the Murray Corpora- 
tion of America. Milburn succeeds John 
Annau in the post. 





Setchell-Carlson, Inc.—Cal Karnstedt has 
been named national sales manager. 
Karnstedt was a well known radio and 
television news commentator in the St. 
Paul, Minnesota area. 


Zenith Radio Corp. of N. Y.—Harry 
Schecter has been named general man- 
ager. Prior to joining Zenith, Schecter 
was general manager of the Motorola di- 
vision of Warren-Connolly, Inc., of New 
York. 


The Tappan Co.—W. R. Tappan, execu- 
tive vice president and general manager 
of the company has been elected presi- 
dent to succeed Alan P. Tappan, who has 
been elected chairman of the board of 
directors. W. R. Tappan will also con- 
tinue his duties as general manager. 


The Ingraham Co.—Allen W. Rork has 
been named general sales manager. Rork 
was formerly midwestern regional man- 
ager for the clock and timer department 
of the General Electric Co. 


2ackard-Bell Electronics—Ernest Mor- 
tensen has been named branch manager 
of the new regional sales headquarters in 
Dallas, Tex. Mortensen was most recent- 
ly manager of Packard-Bell’s Albuquer- 
que, N. M., office. 


Admiral Corporation—John C. McDevitt 
has been appointed regional manager 
covering distributors in Charlotte and 
Raleigh, N. C., Columbia, S. C.; Knoxville, 
Tenn.; and Norfolk, Va. 
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Compact Drop-Leaf Door Wall Ovens—Big capacity Matching Built-In Cooking Tops—with Space-Saving Fold-Back Surface Units— fit anywhere 
fit in 24” cabinets. Single and double-oven models controls on top—no front carpentry to improve new and old kitchens. Easy-view controls 


Frigidaire Appliances with Sheer Look—Plus... 





























Style-Matched Ultra-Clean Automatic Washers with patented 


3-Ring Agitator. Matching Fabric-Master Automatic Dryer 


build-in, blend-in fast for full profit! 














Let your next kitchen prove you can simply your job of 
elling and installing just what the customer wants at full 


profit—with the complete line of Frigidaire Appliance 


Here’s how! True modular construction gives you greater 
flexibility in planning. Famed Frigidaire quality, years-ahead 
convenience features, matched colors and Sheer Look— PLUS 
give you powerful prospect-pulling advantages. Estimating 
a snap because Frigidaire Built-ins install easily, fit perfectly 


in standard wood or steel cabinets. And there’s a full line of 





free-standing appliances to match. Write today for fact-filled 


literature, or call your Frigidaire District Office 


FRIGIDAIRE 


Frigidaire Division, General Motors Corporation, Dayton 1, Ohio 


Easy-to-install Dishwashers in under- Food Waste Disposers add value ; 
counter, free-standing and sink models far above cost—install easily. 
= 
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e-up of Disper mat Controls 


Norge announces a new auto 
matic washer (AWD-502)_ that 


dispenses washing agents automat 
allv at proper time and a clothe 
drver with fabric formula control 


(EG and DG-500) 


Dispensomat, et in washer’ 
lard, ha 1 removable com 

I for dispensing iquid 
fabr ftener, bluing or bleach 

d detergents, powdered wate! 
ditioner, and powder detergent 
let rf iter flow into 4 compart 


ments. Water fills back portion of 
iid round containers, tilting 


them, sending liquid through wa 
ter inlet; it also mixes powders in 
ther compartments and solutions 


into main wate! inlet; covel 


d cover Dispensomat when not 


New fabric washing guide per- 
mit election of water tempera- 
tuxe, wash and spin speeds, correct 
ettings for loads consisting of 5 
types of fabrics (1. cottons-linens, 
white and fast-colored; 2. cottons 

linens, dark or nonfast colored; 
3. cottons—synthetics, delicately 
constructed; 4. cottons—synthetics, 
very lightly soiled; and 5. Wash ’n 
Wear, lingerie). A 6th setting is 
available for regular cycle. 

Washing guide recommendations 
shown in colored dots on panel. 

Other washer features include 
new type dual purpose agitatoz 
with rounded “beaded vanes” and 
jet-spray holes designed for most 
efficient washing on slow speed 
without rough wear; vane design 
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Norge Dispensomat washer AWD 


502 and dryer EG or DG-500 


causes no pulling, shredding, mat- 
ting or seam pulling; increased wa- 
ter action through bottom vanes. 
A clock timer makes it possible to 
pre-select time for washer to start 
up to 10-hrs. from time set. 

Matching gas or electric auto- 
matic clothes dryers ED and DG- 
500, features “fabric formula con- 
trol”—dial is turned to fabric to 
be dried, controls set by “follow- 
ing the dots”; fabric dial selector 
knob has 7 settings including those 
for cottons and linens, and nylons 
and lingerie; stop ’n dry control on 
backguard stops cylinder for either 
of 2 stationary drying methods; in- 
dicator light on backguard. 

Retained features are 4-way dry- 
ing; Hamper-Dor and Wrinkle Out 
feature. Norge Div., Borg Warner, 
Merchandise Mart Plaza, Chicago, 
54, Ill. 
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ANNA A. NOONE 





Presto submersible coffeemaker 


Presto Coffeemaker 
Presto’s stainless steel, modern 
design coffeemaker can be washed 
completely under water—even in a 
dishwasher; heating element and 
thermostat sealed in base. 

Other features include an open 
spout; extra wide “heart-of-gold” 
coffee basket; brews 2 to 9 cups au- 
tomatically; no controls to set. 

Price, “About $25. complete with 
cord and coffee measure. National 
Presto Industries Inc., Eau Claire, 
Wis. 





Frigidaire Frost-Proof combination 


— . 
Frigidaire 
Refrigerator-Freezer 
Frigidaire’s 2-door, 14.2 cu. ft. 
Frost-Proof refrigerator-freezer 
combination eliminates defrosting 
completely—even the separate 133- 

lb. freezer section at bottom. 

New system in freezer compart- 
ment operates somewhat like Frig- 
idaire Flowing Cold principle for 
refrigerator section: Sub-zero cool- 
ing coils are located outside and 
completely separate from freezer 





Editor 





compartment. Air forced over coils 


1S dried and cooled to below Zel 


then drawn into freezer through 


rear ports; dry frigid air flows over 


and around food packages before it 


is drawn out at front and returned 


to cooling coils, leaving freezer 


frost-free at all times. 
Other freezer features include ice 


ejector on freezer door that pro- 


duces cubes at finger touch and au 
tomatically stores in big server; 
toe-pedal door opener; roll-out bas- 
kets; full-width shelf; special juice 
can rack on door. 

Flowing Cold refrigerator com 
partment has all-aluminum, roll 
out shelves; counter-high food bar 
for eggs, fresh meats, cold cuts 
fresh produce in separate compart- 
ments; 3 interior lights; picture 
window hydrator with Climate con- 
trol, tilts to waist-level height; 
Pantry door has full-width shelves 
for large and small items, tall bot 
tles: heat controlled butter cond 
tioner; cheese and utility compart 
ments. 

Acid-resistant porcelain inte1 
sheer-look styling; turquoise, yé 
ow, charcoal, pink or white ext 
rior with chrome and gold trin 
Frigidaire Div., General Motors 
Corp., Dayton, O. 





Ingraham Imperial clock 


Ingraham Clock 


Ingraham Imperial, electri: 
alarm clock includes an electric cig- 
arette lighter of the automobile 
pop-up type; case is light-colored, 
solid mahogany with brass trim; 
suitable for living room, den, bed 
room, office—wherever alarm wil 
serve as a reminder; 4 in. high, 9 
in. wide. 

Price, $24.95. The Ingraham Co., 
Bristol, Conn. 
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new products 

















RCA-Whirlpool Imperial oven 


RCA-Whirlpool Washers, Dryers 
Electric Built-ins and Gas Ranges 


Automatic 5-temperature wash- controlled right front burner per- 


nse control eparate wash- mits setting as desired, and auto- 


ng eyeles are featured in the new matically maintaining exact heat 


EA-11 and EA-21 RCA Whirlpool it’s possible to select 1500-watts 


washers; EA-2] a regular 29-11 for a 6-in pan or 2700-watts for 
washer with 10-1! apacity and 8-in. pan. Range units tilt up for 
EA-11, a 24-in. family-size washe1 easy cleaning; griddle is also re- 
The y 4 We \ € provide gentie movable for cleaning 

washing and rinsing for delicate \ separate drop-in griddle E-798 
and norma! fab1 : built-in lint fil was also introduced 

ter; built Suds-Miser are other The Imperial built-in oven is 24 








feature n EA-2¢ in. wide; features an automatic ro- 
A companion piece to the wash tisserie built-in meat probe; oven 
ers is ED-21 29-in. electric dryer or window; interior ight; ‘2-set” 
ED-26} é h automati clocktimer; smokeless _ broiling; 
ignitior ver features include 2 balanced-heat baking. Roto-Baste, 
irying e for normal dry- optional, dips into drip pan for 
ig, t é ! ist wear fab juices and spreads them on roti 
ric f eat selection with 5 serie spit; Ka-Bob permits cooking 
market etting neluding “ail 5 skewers at once; oven comes in 
\ ¢ ling-fluffing pe brushed nrome coppertone, pink 
d | fab dry r ye v. Another built-in ov 
n kle-free. Cer Supreme, with fewer features i 
ra ¢ in black and O avallabie, In same color 
i frame and A new line of gas ranges 
li des five 36-in. model four 40 
Other automatics troduced are n., and seven 50-1! model 
ed ¢ my model op of line Imperial G-343, 36-i: 
RA-5, 24-in. far e washer and nge has a “2-set” clock whicl 
EA-16. 2 her. Match me he automat oven a ‘ 
g 2 \w-priced in appliance outlet; built 
ge in elect gas feature ir Bar-B-Kewer which can be co! 
t } marked verted into waist-high smokele 


broiler—rotisserie standard; one 


irner of Imperial cooking surface 
controlled 


> thermostatically 
Built-In Ranges CFMOSALICAY 


ner with the brain” othe 

Imperial ! natior built-ir ; 
ners are Center Simmer burners 
ee a h hi, med and simmer setting 

‘ r roe 

' . vell as infinite settings in be 
‘ ; ry een; individual pilots for each 
: , ' sell the a ; rne? Optiona equipment in 
one ide Ka-Bob; Roto-Baste; meat 
probe that provides rare, medium 
? we done a itomatically and 


ff oven. A thermostat 
olled electri rriddle l 


available for plugging into ap- 





pliance itlet; available in white, 
yellow or pink 
Imperial 40-in. line includes all 
features of 36-in. model; in addi- 
yn the G-334 has as standard 
equipment the Ka-Bob, Roto-Baste, 





Meat Probe and mantel back appli- 
ance outlet. Except for one model, 
10-in. models are available in color. 
In 30-in. line, 3 special models are 
in choice of colors. 


Built-in Gas Ranges 


Built-in gas ovens may be in 
kitchen cabinets or di- 
kitchen 


built-in oven, features “2-set” 


stalled in 


rectly in walls; Imperial 
auto- 
matic clock-timer that turns oven 
Balanced-heat 


oven with front window and inte- 


on and off; 17-in. 


rior light; built-in meat probe; 


smokeless broiler adjustable to 5 


positions; 4-burner surface unit 


with brushed chrome finish has 


1 automatic, thermostat-Simmer 


burner; a 2-burner Deluxe unit 
with giant front burner and stand 
ard burner in rear is also available; 
i-burner unit, also available in De- 
luxe line has burners located at 
front. All 


with 


units come 
Dispos A-Bowls of 


surface 
equipped 
aluminum foil. 

A 3-way griddle is also available 
for built-in 


ised as a king-size burner, a giant 


installation may be 
griddle or extra work surface; has 
hinged top-cover; brushed chrome 
finish 
Prices, 


900 G5. 
DLII.IO; 


Washers 


drye1 


from $219.95 to 
from $159.95 to 
$249.95 


Whirlpool Corp., St. Jos- 
eph, Mich. 








TAG He 


Frigidaire Deluxe freezer No. UFD-200-58 


Frigidaire Freezers 


A Deluxe, Anniversary, 


20-cu ft ipright food 


Golder 
freezer, 
UFD-200-58, with frozen food stor 
age capacity of 700 |b has been 
added to Frigidaire’s current 1958 
food freezer line. 

Features include “zero zone” stor 
] 


age on 5 full width shelves, 4 of 


which are refrigerated for fast, 


sharp freezing and one adjustable 
to 3 positions; 2 roll-out, remov 


able baskets at bottom for storing 
odd-sized, hard-to-stack meat pack- 
full-width 
which are tilted forward for 
holds 
frozen soups, jars and 
shelves lift off; 
holds 18 


ages etc; door has 5 
shelves 
easy selection; commercial 
packages, 
similar items; all 
full-width 


frozen juice cans. 


rack on door 


Other features include automat 
light; built-in lock, 
Cold-Control with (de- 


interior door 


adjustable 


SULT, 





frost) “off” position, “safety-seal” 
door; 1-piece cabinet; 4 adjustable 
leveling glides; rotary Meter-Miser 
compressor; white exterior. Frigid- 


Motors Corp., 


General 


aire Div., 
Dayton, O. 








Hotpoint refrigerator-freezer No. 8ETS12 


Hotpoint 
Refrigerator-Freezer 
Hotpoint has added a 12.1 cu. ft., 


refrigerator- 
1958 line 


2-door combination 
freezer to its 10-model 
Features include freezer acro 
the-top with 101 lb. capacity; com 
insulated with its ow! 


ystem, keeps food 


frozen for as 


pletely 

freezing afely 
long as a year; refrig 
automatic de 


erator section has 


gliding shelves of rod 


frosting; 
type aluminum, adjustable up or! 
down; butter bin keeps 1-lb. butter 
fresh, equipped with dish for serv 
ing; removable egg insert fits or 
any door shelf; glass covered pot 


hold %4 bu. 


features 


celain crispers 
Other 


touch ice cube trays; 


include magi 
light toucl 
natural draft conde: 

light; Thriftmaster 


tyled interior has por 


safety door; 
er; interior 
init; color 
celain enamel finish 

Price, $299.95. Hotpoint Co., 5600 
W. Taylor St., Chicago, 44, Tl. 





Dominion Toaster 


Dominion’s new automatic toast 
er toasts 4-slices at a time; preci 
uniform 


sion thermostat assures 


toasting with white, rye, whole 
wheat or frozen bread; pecial 
oven-ty pe Interior kee p toa 


warm; color selector; fingertip re 


lease; large crumb tray in base; 
extra high pop-up; chrome finish 

Price, $24.95; Dominion Electric 
Corp., Mansfield, O. 
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Frigidaire undercounter dishwasher 


Frigidaire’s 
Dishwasher Line 
Five basic models make up Frigid 
aire’s new line of automatic dish 
washers—4 front-loading model 
including Deluxe (DW-DUX: Cus 
tom Imperial DW-IUZ) _ free- 
standing model DW-IFZ; and a 
18-in dishwasher-sink combina 
tion DW-ISZ. In addition a fully 
automatic top-loading budget 
priced mobile dishwasher is being 

marketed 

New models hold up to 48 per 
cent more dishes, silverware and 
other pieces; capacity has been in 
creased so that a single load in 
lude 147 pieces. Most of new 
models come in 5 colors—copper, 
atin chrome, charcoal, pink, yel 
low, turquoise and white 

Two roll-out racks located above 
and below water-driven Turbo- 
Spray tube designed so _ plates, 
platters, bowls, glasses, cups and 
itensils receive full force of high 
peed spray directly during wash 
and rinse, 1800 walls of hot water 
per min. cleans soiled surfaces. 


Custom Imperial models auto- 


matically wash dishes twice—each 
time with fresh detergent, then 
triple-rinse and finally dry at tem- 
peratures that sanitize. 

Undercounter and free-standing 
models are 24 in. wide. Color- 
matched right and left side panels 
available for end-of-counter instal- 
lation; free-standing models avail- 
able with porcelain enamel finish 
or hard maple chopping block tops, 
optional. 

All models have drain systems 
permitting connection with high- 
wall systems as well as simple 
gravity type. Sink combination 
features porcelain enamel finish 
drainboard and sink; newly de- 
signed chromeplated single-lever 
faucet; food waste disposer with 
special dishwasher connection is 
easily installed in the compart- 
ment under sink. Mobile dishwash- 
er has load capacity for 9 NEMA 
place settings; 2 large vinyl-coated 
racks can be loaded without re- 
moving top or bottom racks; 
heavy-duty impeller in tub bottom 
creates positive wash and rinse ac- 
tion, then circulates hot air during 
complete cycle is 34- 


dry cycle 
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min, including pre-rinse, wash, 
triple rinse and drying period; 
uses 6!4 gal. water. Other features 
include removable silver basket, 
self-cleaning detergent cup; con- 
cealed vents; hose and electric con- 
nections disappear into rear wall 
recess when not in use. Entire unit 
rolls about easily on ball-bearing 
casters. Frigidaire Div., General 
Motors, Dayton 1, Ohio 





In-Sink-Erator Disposer No. 27 


In-Sink-Erator 
Disposer 


Features continuous-feed and 
lock-cover operation—one cove} 
ontrols both methods; for contin 
ious-feed, cover is turned to start 
motor then turned back to remove 
and load; for lock-cover operation, 
disposer is loaded then cover is 
turned to lock it in place and start 
motor; for more power and greate! 
shredding capacity, a ‘%-h.p. ca- 
pacitor-start motor is provided to 
start shredding action instantly in 
either direction with full speed. 

Also featured is patented auto 
matic reversing action—motor and 
shredder automatically reverse di- 
rection when switch is activated or 
when needed because of heavy 
load; grinds food waste finer and 
faster. In-Sink-Erator Mfg. Co., 
1225 11th St., Racine, Wis. 
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Dominion steam iron 1075 


Dominion Steam Iron 


Dominion’s steam and dry iron 
No. 1075 features a redesigned sole- 
plate with numerous scientifically- 
designed steam vents to provide a 
blanket of steam over wide area; 





1958 


uses tap water; steams for 45-60- 
min. on single filling; weighs 31% 
lbs.; floating cord stays out of us- 
er’s way; right or left-handed; fin- 
ger-tip heat control; form-fit han- 
dle; thumb rests; chrome finish. 

Price, $12.95; Dominion Electric 
Corp., Mansfield, O. 





Toastmaster heater No. 9C] 


Toastmaster Heater 


Featuring split second heating 
action, directional heat adjustment 
and every safety feature, Toast- 
master’s new type radiant “Instant 
Heat” heater No. 9C1 has Speedi- 
Glo element; wide, curved reflector 
produces large volume radiated 
heat and tilts up or down to con- 
centrate maximum heat wherever 
desired; closely-spaced, chrome- 
plated grill; tip-over safety switch. 

Price, $13.95. Toastmaster Div., 
MeGraw-Edison Co., Elgin, Il. 


nance ete 








Arvin heaier No. 5824 


Arvin Heaters 


Instant heat and four 220-volt 
models highlight Arvin’s 1958 line 
Of 16 heaters, 8 are entirely new. 

Top of 220-volt line is No. 869 
with bulb type thermostat to main- 
tain any selected room tempera- 
ture from 35 to 100 degs; tempera- 
ture calibrations from 50 to 90 
degs. are marked on control dial; 
pushbutton heat selector switches 
provide choice of 3000- or 4800- 
watts; at 4800-watts heater turns 
out 16,369 Btus an hr.; at 3000 
watts, 10,230 Btus; 2-speed fan cir- 
culates warm air—when thermo- 


stat calls for heat, fan starts at 


high speed and drops to low speed 
when desired temperature is 
reached; induction type motor and 
fan blades independently rubber 
mounted; safety switch shuts off 
current if overturned; pilot light 
and heavy duty line cord has mold- 


ed rubber “crow-foot” plug. 


No. 859, same as 869 only slight- 
ly smaller, 4800-watts only. 

No. 849, fan-forced heater ope 
ates on 2000- and 4000-watts pro 
ducing 6,820 and 13,640 Btus an hi 
respectively. Instantaneous heat 
response; toe-touch on-off switch 
and heat regulation; safety switch 

No. 5749, radiant and fan-forced 
heater, has delayed action thermo 
stat which turns on fan after el 
ments are hot; operates on 1300 
and 2600 watts developing 8,870 
Btu at 2600-watts; safety switch, 
special grille guard prevents dam 
age should heater be set close to 
room furnishings; fan has 81 cfms 

Instant heat is featured in all 5 


2X) 
: \ 





Arvin heater No. 5839 


of the new 110-volt heaters. No 
5837 has elements insulated in “Vy 
cor” glass tubing; provides radiant 
and fan-forced heat; a parabolic re 
flector focuses radiant heat ene? 
gy; operates on 1320- and 1650 
watts; pilot light, safety switch 
and toe-touch heat control. 

No. 5829 has automatic therm: 
stat control; radiant and fan 
forced heat supplied from fast 
heating ceramic rod elements; r¢ 
flector; safety switch. 

No. 5824 has ceramic rod el 
ments; provides fan-forced heat ir 
5 to 10 secs, plus radiant. No. 5819, 
same as 5824, with fan-forced heat 
only. Both have safety switches 

No. 5800, infra-red heater; ni- 
chrome wire element reaches full 
heat intensity in 5 to 10-secs; 
curved chrome reflector. 

Continued in line are glass panel 
heater and the radiant heat screen 
that consists of a 3-panel dressing 
room screen with printed heating 
element that can be focused di- 
rectly on individual. Surface tem 
perature, limited to about 70 degs. 
above ambient room temperature, 
precludes burning or seorching. 
Prices, 220-volt models from $44.95 
to $69.95. 110-volt models, from 
$14.95 to $39.95. Arvin Industries, 
Inc., Columbus, Ind. 
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Westinghouse Adds 
Five Appliances 




























































































































































































and water saver; 




















Hi-Vi Convertible and Hi-Watt 
heaters have automatic thermostats. 
Prices, Phoenix, $29.95; Laredo, 
$24.95. Other models from $13.95. 
Titan Sales Corp., 701 Seneca St., 

oo Buffalo 10, N. Y. 





Westinghouse dryer D-113 





R & M-Hunter space heater 


R &M-Hunter 
Heaters 


R & M-Hunter enters 
field with 6 electric space heaters 
in 120 and 240 volts. All models fan- 


forced, operate 10,000 hrs. on a sir 


tart until proper amount of water 


is in machi 





Dryer features 3 


ng regular, low or no heat 

ra peers heate 
direct airflow system blows ai 
directly into clothes 
faster drying time and less oper- 


providing 


ating expense. Westinghouse Elec- 
tric Corp., Mansfield, O. 


gle oiling; coil-type nichrome ele- 
ments guaranteed for 4 years; pro 
duces from 4600 to 16.380 Btus an 
hr.; beige cabinets, anodized gold 
frames removable for dusting 1 
terior; thermostat control on 240- 
volt models rated at more than 100,- 
000 cycles. Hunter Div., Robbins & 


Meyers, Inc., Memphis, 14, Tenn. 





a 
Serre 
a 
T Phoe N 26 
x € t BRT 


Titan 1958 Mentors Chromalox Heater 


Titan portable heater line for 





1958 ires decorator color 

Flair tyling, instant heat, infra Chromalox heater BRT with 
ed element ind Therm-O-Scop¢ built-in thermostat in white baked 
rectional heating yn enamel finish available in a 
Instant heat, infra-red element variety of lengths and heating out 

has been added to provide immedi puts for installation in all room 
te direct heat to warm cold hand izes; 4 screws hold it to wall; sens 


nd feet at touch of knob: direct ing element in thermostat mounted 


combined with fan outside under control knob where 


neat element 


forced convection element for com- it samples room air and controls 
plete room comfort; dual heat temperature to within 2 degs. F 


combination available on 


: control knob 
turned down to cold for 


Phoenix from 55 to 85 degs. F 


and Laredo provides a choice of may be 


1320- or 1650- watt Phoenix has complete shutdown; thermostat, 


Thermo-O-Scope directional heat- type WR 61, finished in cocoa- 


swivels on tubular brown and gold can be used to con- 
teel stand to beam heat from floor trol 2 or more matching units with 
to ceiling levels; automatic ther- loads up to 5200 watts; matching 
mostat control; goldplated grille; inits, identical without thermo- 


copperplated reflector. 
Laredo and 


stats; 9% o-in high 30, 66, 
Tucson have auto- 500 to 1250 watts. Edwin L. Wie- 
matic thermostats; gand Co., 7500 Thomas Blvd., Pitts- 
fi burgh, 8, Pa. 


Laredo’s grille, 


refiect 


or is chromeplated 
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G-E Custom Thinline air conditioner 


G-E Air Conditioners 

General Electric’s 1958 room air 
conditioner line 
Thinlines in 115 and 230 volt units, 
1-h.p., a Deluxe Thinline, 230 volt 


includes Custom 


unit with 1% h.p.; and a Thinette, 
l-h.p. 115 volt unit that draws 7! 
amps. 

Custom Thinline models feature 
spine-fin cooling coils; air that is 
to be cooled goes through 770,000 
aluminum spines, coming in con- 
tact with greater cold metal sur 
face area; new rotary compressor 
occupies about as much cubi 
pace as a comparable reciprocat 
ing compressor and has _ fewer 
moving parts; 3 rotary control 
knobs on front regulate a selector 


which selects the desired amount 


of cooling, moisture removal, air 
circulation and quietness; extra- 
low "an peed provides super-qulet 
operation and maximum dehumid 
ification; a group of 8 individually 


provide wide 


controlled directors 
range of no-draft air circulation 


Thinlines are 15% in. high, 26 in 


wide and 16% in. deep; nutria cab- 

net | o side ver » restrict 

le t instal 

nstalled flush ir 

a lower h or thi | 

leluxe Thinline 0) 2 

hi 

( n 1 





G-E Thinette air conditioner 


] 


Thinette model is 13 in. high and 


deep; all installation accessories 


for quick do-it-yourself installa 
tion are included; features include 
a Tilt-top air director which oper- 
ates at 3 positions for flexible air 
control for 


distribution; rotary 


accurate selection of desired 


amount of cooling, moisture re- 
moval, air circulation and quiet; 
washable Dynel filter; operates on 
ordinary house current; straight- 


line styling, nutria cabinet with 
turquoise and off-white trim. Gen- 
eral Electric Co., Room Air Condi- 


tioner Dept., Louisville, Ky. 






FOLLOW 
THIS 


CORD... 











For real trade-up 
opportunities... 


Turn page a 
for full details 
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New €3 ‘CORD 


Hxciting new features 
to help you “Sell Up”... 
give you a BIGGER 
DOLLAR PROFIT! 






OPERATION, 


Up//turn 


Cemenar @evecrarc 


A touch of the toe and 
the cord disappears! 





Built-in reel winds cord neatly out of the way 
in 4 seconds! No more messy, tangled cords. 


© 





<< 


—— oe 






New ‘Steer Easy’’ wheel— New step-saving attachment Big, oversize foot switch— Suction regulator—dials just New drapery attachment— 
cleaner follows you easily... caddy — carries all attach- eliminates bending down to the right amount of suction snag-proof nozzle cleans wide 
no bumping into furniture! ments, ready for instant use. turn power off or on. for each job. area with one stroke. 
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)1| REEL Cleaner 


A de luxe companion to 
the famous G-E “Swivel-Top” 
-—the fastest selling 


—> 
ae 


hment— 
ans wide 


MODEL C-7- 
beautifully styled 
in glade green 
and chrome 


(7) Double-action cleaning 
unit—cuts strokes in half; 


cleans rugs and floors. 


One-horsepower input 
motor— pulls in all the 
dirt in less cleaning time. 


Famous General Electric 
‘*Swivel-Top’’—rotates 


freely for reach-easy cleaning. 


(10) New chrome plated steel 


wands-—attractive and 
sturdy for long-time service. 
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vacuum cleaner 
in America’s 
retail 
stores. 


ALL-OUT NATIONAL 
AND LOCAL AD PROGRAMS— 
Get full information from your distrib- 


utor today. Tie in to tell pre-sold pros- 
pects where to buy. 








More TRADE-UP Opportunities — 
@ FLOOR POLISHER 


It waxes! It polishes! It scrubs! .. . 
Even cleans rugs! 


New! “Snap-on” Accessories 
e Wax Applicating Pads $1.00* 
e Rug Cleaning Brushes 
e Lambs Wool Buffing Pads... 1.75* 
e Steel Wool Pads........... 1.75* 


*Manufacturer’s suggested retail price. 








Vacuum Cleaner Dept., General Electric Company, Bridgeport 2, Connecticut. 


Progress /s Our Most Important Product 


GENERAL @@ ELECTRIC 
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“It says: 
Don't open 
until GBE* time!”’ 











































BUILT-IN 


WALL CLOCKS 
By 
HOWARD MILLER 


ONE OF THE HOTTEST ITEMS TODAY — 


the new, modern clock idea that has be 


come the smartest trend in home and office 


accessories. Simple instructions with mark- 
ing template for easy wall installation 
Guaranteed self-starting electric synchron 
ous movement. Display this popular built-in 


line for quick sales. —and remember it's 


the name that counts 


From 


$]]-95 





Built-In Division 


HOWARD MILLER CLOCK CO. 


Zeeland, Michigan 


*GBE is ning! F r the full story, 


see the August issue of Electrical 








Merchandising. 













WAHL GIVES YOU MORE: 





Complete Home Barber Kits 
for every budget 


= | Grooming Accessories 







































































THE WORLD'S HIGHEST QUALITY 
MOST COMPLETE LINE OF 
HOME BARBER PRODUCTS 
Wahl is the 


ctric hair clippers in the world 




















largest manufacturer of 
Stoc k 


ym this one reliable 























ur entire home-barber department 











source. Hair Clippers—Dryers—Vibrators—Shear Sharpeners 
—Combs—etc. All Wahl products carry a reputation that sells! 


Write for catalog 


























sheets, ad mats and prices — today! 











Dept. EM-7, Sterling, ui. | 
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ms J v Please send full particulars and prices on ! 
the popular Wahl home barber line. ' 
WAHL / =»: | 
be ! 
i Store ial : 
I 
WAHL CLIPPER CORP, | 4c¢ress : 
° ° . ' q ' 
Sterling, Illinois =| City State -| 
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Fedders portable for casements No. 86CM-2 


Fedders Portable 
Air Conditioner 
Designed for casement windows, 


the 86CM-2 


window 


features safety fast 
casement mounting that 
permits simple installation with- 
out tools; fits into a casement open- 
ing of 105 x 14% in., and larger; 
with glass removed from one sec- 
tion of window, Minute Mount is 
pushed until 


through opening 


clamps fall into place securing 


init to casement bar beneath; 2 
slide bars operated by pushing 2 
buttons outward lock air condi 
tioner to top; a gasket affixed at 
automatic seal 


factory provides 


around 4 sides; equipped with 
built-in thermostat; 2 single speed 
fan motors and 2 washable filters 
are other features; weighs 71 lbs.; 


h.p., operates on 74% amps; 360 


gree adjustable louvre; green 


white trim. Fedders 
Grand Ave., 


cabinet with 
Quigan Corp., 5801 
Maspeth, 78, N. Y. 





dr yer D802 


Roper ‘‘Dry-Aire 


Roper Dryers 


“Dry-Aire” 


dryers are announced 


Two new automat 


as clothes 
by Roper—Custom Deluxe and De- 
luxe; satin bronze drying tub is 
polished to snagging; 
smooth baffles 
“Zephyr-Air” 


laden air is removed through “Tor- 


prevent 

tumble clothes in 
current; moisture- 
nado” exhaust; Custom Deluxe has 
“Fab- 
ri-Set” dial marked with names of 
fabrics; a special “air” setting for 
no-heat fluffing; ozone lamp; X-Ray 
window in door; interior light. 


5-heat temperature control; 


Deluxe model has 1-dial opera- 


JULY, 
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tion; 130-min. time-cycle selector 
dial; pre-set drying heat. 

Either model can be _ installed 
flush to wall and flush to cabinets 
at both sides; 
shutoffs; tub 
stop when door is opened; both 


automatic safety 


rotation and heat 





models have fast-heating, 18,000 
Btu gas burner. Geo. D. Roper 
Corp., Kankakee, III. 
j ce 

2 
» 
7 








Warm-Aire Heater 


Stiglitz Heaters 
Decorator circula- 
tion are key features of new Warm 
Aire home heater line of 5 models; 


styling and 


designed to blend with contempo- 
rary furniture the units have a Mel- 
low-Tone finish of gold and brown; 
all have golden Kozy-Glo embossed 
grill across the face; new engineer- 
ing features give comfort zone ef- 
fectiveness furnace-type blower 
forces air directly to floor through 


specially designed ve 


t at bottom 
of each unit; heat coming from top 
of heaters is directed by diagonal 
louvers to disperse heat throughout 
entire comfort zone. Multiple steel 
heat exchangers; Blue-Streak 
quadriport burner; automatic con 
trols including a dial for setting 
heat temperature, thermostat, safe 
ty pilot; pressure regulator 
Models range from No. D975-Bl 


(75,000 Btus) 36 in. high, 35 in. 


wide and 19 in. deep; to D925 (25,- 
000 Btus), 22% x 


23% in. x 12 in. 
deep. Stiglitz Corp., 2007 Portland 


Ave., Louisville 3, Ky. 


Briefs 


“Safe-T-Probe” testing instrument 
is announced by K-G Electronics 
Corp., 2738 N. Sheffield Ave., Chi- 
cago, 14, Ill, which enables anyone 
to test TV, radios, lamps, toasters, 
heaters, irons, and all other elec- 
trical equipment for shock. Con- 
sists of a shock protected translu- 
cent plastic cylindrical case 6%- 
in. long, 1-in. diam. 2 neon lights 
in case light up to indicate that the 
product is unsafe. Price. $2.49. 
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Philco 1959 TV Line 


Featured in the new Predicta TV 
line is a shorter “S-F” picture tube, 
and redesigned chassis. 

Picture tube, utilizing regular 
110-deg. tube has been shortened 
two inches by redesigning cathode, 
(working surface in neck) from 
round to flatter, shorter, unit; air 
space in neck also redesigned to 
eliminate space; and circular coil 
has new shielding built into yoke 
to make it a more compact, and ef- 
ficient, shorter tube. 

Chassis has also been redesigned 
in a complete departure from for- 
mer chassis arrangements, making 

6-in. deep and 8 in. high. 

Predicta line includes: No. 4710, 


eparate screen set with tube and 
chassi completely apart; short 
21-in. tube, can be placed anywhere 
within 25-ft. of chassis cabinet; 
“Out-front” sound; built-in VHF 
UHF aerial combines hidden “piv- 
ot-tenna” telescopic antenna; 
molded tinted window on S-F tube; 
African stripe or blond mahogany 


I 
No. 4654, pedestal-styled 21-in. 
et, with tube and chassis sep 
arated, features molded tinted pic- 
ture window that swivels on top 
of pedestal base which carried new 


chassis; 


oversize 8-in. speaker; 


tuning controls at top front of 





Philco Predicta 4242 





base; stripe mahogany or walnut 
with ivory trim base. 

No. 6632, “Miss America” Pre- 
dicta, custom deluxe swivel 24-in. 
console has 5 individual speakers 
in “wrap-around” sound; illumi- 
nated “pop-up” on-off switch and 
channel selector; full range vari- 
able tone control; 2 cabinet stylings 

solid mahogany and _ genuine 
veneers; comb grain oak veneers 
and solids; solid walnut and gen- 
uine veneers. 

No. 4658 “full dress” console has 
tapered, finished back, 21-in. tube; 
3-speaker “wrap-around” sound sys- 
tem; full circle swivel base; illumi- 
nated “pop-up” on-off switch and 
channel; mahogany, blond walnut 
or honey-toned walnut. 

No. 4242, another version of 
tube and chassis separation has 
21-in. SF tube on top of small 
rectangular chassis; compact, 
portable; features a swivel-screen 
and long 10-in. speaker for out- 
front sound; pull-telescopic “pivot- 
tenna” aerial; grained stripe ma- 
hogany or blond finishes. 

No. 4240, 21-in. table model fea- 
tures a slant-back cabinet; twin 
1 x 6 in. speakers; full range vari- 
able tone control; illuminated 


“pop-up” on-off switch and channel 





Philco Predicta consoles 4658 
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Philco pedestal Predicta 4654 


selector; super-sensing tuner; 
grained stripe mahogany and 
grained pin stripe oak finishes. 

Early American Predicta, 4662, 
features corner cabinet console 
with S-F thin picture tube in pro- 
vincial mahogany and _ honey-col- 
ored maple finishes; wrap-around 
3-speaker sound system; on-off 
switch and channel selector illumi- 
nated on top; cabinet and “pop-up” 
for quick and easy tuning; swivel 
base. All Predictas have built-in 
VHF-UHF antenna. 





Sylvania Sylovette No. 21C533K 


ANNOUNCING 1959 TV, RADIO AND STEREO LINES 


Philco ‘Brief Case”’ Portable 3052 


Newest portable No. 3052, 17-in 
“brief case” portable has new thin 
picture tube, with special Electron 
Optic gun; compact contour cha 
sis; scan-tenna rotating handle-ar 
tenna combination; all Slende 
Seventeener portable models ars 
completely finished front and back 
in variety of cabinet colors from 
rainbow gold, green and blue to 
leather-like brown, saddle and black 
and white lizzard, antique white 
fronts and backs. Phileco Corp., ¢ 
and Tioga Sts., Philadelphia, Pa. 


[ey 
Sylvania Deluxe Slimline 210621 


Sylvania 1959 TV Line 


Sylvania’s 1959 3-part line in- 
cludes 5 Sylouettes; 7 Slimlines (3 
table and 4 console) and 9 Conver- 
tibles that can be used as consoles 
or portables. All models equipped 
with 21-in. Silver Screen 85; alu- 
minized 110-deg picture tubes; S- 
110 chassis; automatic overload 
limiters. 

Thin basic cabinets, a feature of 
Sylouettes, are achieved by “float- 
ing picture” design with picture 
face and mask out from cabinet: 
Custom, 21C626 basic cabinet is 
914 in. deep; Modern, 21C529, 9% 
in. deep; other models 11% in. 

Picture-Prompter, for automatic 
fine tuning; HaloLight frame-of- 
light; 2-way Magic-touch tuning 
and balanced, front mounted twin 


speakers are features of all Syl 
ette models. Finishes and designs 
include mahogany, blonde, oak, wal- 
nut, blonde oak and fruitwood in 
Regency, Contemporary, Colonial 
and Custom design styling. 

Three tone-matched front speak- 
ers are featured in 3 of the Slim 
line consoles; Picture-Prompter; 
HaloLight and Magic-touch tuning 
are available in two top Slimline 
consoles. Mahogany, blonde, oak 
finishes plus one model in mahog- 
any or fruitwood. 

Slimline table models feature 
top tuning; S-110 chassis; top, 
front controls, turret tuner and 
5% in. oval side-mounted speaker; 
top model in line 21T305 has Halo- 
Light, Picture-Prompter, cascode 
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S 


seek selling ideas in 
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Electrical Merchandising 


And they find them. 


That’s what this magazine is for. It’s the one “how 
to” magazine edited for the important part of the 
appliance-tv-housewares business — not just the multi- 
million-gross outlet, and not the appliance-selling gas 


station. It’s the magazine of appliance Pros. 


That’s why more Dealers pay hard cash for 
Electrical Merchandising than for any other ap- 


pliance publication, year after year. 


That’s why researchers Erdos and Morgan found 
more Dealers choose Electrical Merchandising 
for ‘‘salesmaking ideas” and for ‘‘usefulness of 
advertisements” than choose the next two pub- 


lications combined. 


That’s why advertisers invest more to reach 
and inform appliance men in Electrical Mer- 
chandising than they do in any other appliance 


publication. 


Electrical Merchandising is the big magazine of the 
big appliance - tv - housewares business — knowingly 
edited, handsomely packaged. It’s the place where 


appliance Pros seek selling ideas — and find them. 


Electrical 


A McGRAW-HILL PUBLICATION ABC-ABP 
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NEW PFOdUCtS 050 rerevision 


SYLVANIA TV (cont'd 

tuner and 5%in. oval side-mounted 

speaker 
Convertible series features a ba- 

21M204, in vinyl clad, 2- 

detachable 


sic set, 
tone cabinet with 
speaker which can be mounted on 
matching furniture piece when re- 
ceiver is used a table or console 
model; when 


speaker remains within set. 


ised as portable, 


Prices: Sylo iette eries from 


$399.95; models 


Slimline table 


from $189.95; Slimline consoles 
from $239.95; from 
$199.95. Sylvania Electric Prod- 
ucts Inc., Home Electronics Div., 


Batavia, N. Y. 





Convertibles 


= 
,s 
wa 





adford console 


Zenith TV Line 
A total of 31 new TV sets, in- 
cluding the decorator group, fea- 
ture built-ir 
mote contr 


Space-Command re- 
['V tuning which per- 
mits tuning set by touching button 


in hand control; this speeds an 
ultrasonic or silent sound com- 
mand acros pace to set, turning 


the set on-or-off, adjusting volume 
at 3 leve changing channels; or 
muting sound completely. Space- 
Command requires no wire or cord. 
handcrafted 
short neck 90- 


line picture tube; 


Each set features 


horizontal chassis; 





deg. Suns! hand- 


wired, with all components secured 
to metal base—no printed circuits; 
new automatic gain control circuit- 
ry to eliminate flicker and help 
Keep picture eady 


Featured throughout series, cab- 


inet of ] a 











Zenith Flamingo B-1720G 
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Zenith Coburg lo-boy 


are available in choice of finishes 
and designs including French pro- 
vincial, American or Danish mod- 
ern; traditional and early Ameri- 
can periods. 

In 17-in. models 
have “all-around” styling and col- 
or, with completely finished backs; 


portables, 5 


primary tuning controls grouped 


housing, mounted on 


n special 
top-front, right of center. 

Models shown are Bradford, No. 
B-3007-A 21-in. console with 
Space-Command 


remote control 


tuning; push-button control; swiv- 
el base, available in grained ma- 
hogany or grained oak color. Co- 
burg lo-boy No. B3009, has Space- 
Command as standard equipment; 
Danish 
walnut; blond oak or ebony 
B-1720G, has 


magnet 


modern design; grained 

17-in. 
Flamingo, built-in 
wave antenna; top side 


tuning; top carrying handle; alu- 


minum cabinet with finished back; 
gray and white. Zenith Radio 
Corp., 6001 W. Dickens, Chicago 


39, Ill. 





DuMont Sheffield portable 


DuMont TV Sets 


DuMont’s TV 1959 line comes in 


2 groups Suburban series and Col- 
lector erie 
Highlight of Suburban series is 
the Sheffield, a 17-in. set in all 
wood cabinet with “Slenderset” 
( et mahogany, walnut or 
limed oak; »- position antenna 
eliminate need for rabbit ears. All 
~ " node feature Van- 
1 502 chassis with front pro 
ect i ind op rece ed panel 


pushbutt on-off 





DuMont Wakefield consolette 


na; 110-deg. aluminized picture; 


custom hand-wired with comple- 
ment of 16 tubes. Other sets in 
Suburban series are Mansfield, 21- 
in. Contemporary table model in 
walnut, limed oak or 
Wakefield, 
consolette in walnut or limed oak; 
Richfield, 21-in. Traditional con- 
sole in mahogany; Northfield, 21- 
in. Early 


mahogany; 


21-in. Contemporary 


American console in 
Fairfield, French 


Provincial console in fruitwood. 


maple; 21-in. 

Collector series features Perma- 
Tune control which allows simple, 
permanent fine tuning by manual 
rotation of control knob on front 
panel, DuMatic control 
and a choice of 2 tuning methods 
Du Matic 


Remote 


(Sensomatic tuning or 





DuMont Biscayne lowboy 


pushbutton-power tuning). Units 
with DuMatic power tuning have 
DuMatic Remote Control as stand- 
ard equipment, enabling complete 
control away from set; power “on- 
off” channel selection, and volume 
tuning 
units, DuMatic Power tuning and 
DuMati 
tional. 
Other Collector features include 
multiple matched speakers for hi- 


control. For Sensomatic 


remote control are op- 


fi sound, separate bass and treble 
controls in up-front control panels; 
special phonojack plug for stereo 
or record player which makes it 
possible to use hi-fi speakers of 
Collector sets as auxiliary units 
for stereo systems. 

Galaxy 500 chassis, used in all 
Collector 


models is transformer 


powered, has complement of 18- 
iding 2 rectifiers; custom 
short neck 


aluminized picture. Sets featured 


tubes incl 
hand-wired; 90-deg. 
are Putnam, 21-in. contemporary 
tyled console; Revere, 21-in. Early 
American console; Versailles, 21- 
Provincial 


in. French low-boy; 


Newport, 21l-in. Contemporary low- 


FULT, 1939 


boy; Westminster, 2l-in TV-AM 
FM radio-hi-fi combination. 

from 
$189.95 for mahogany Sheffield to 
$299.95 for Fairfield 
Collector series from $269.95 for 
Chatham 21 in. table model, ma- 
hogany to $1200 for Westminster 
TV-AM/FM radio- 
Allen B. Du 
Mont Laboratories Inc., 750 Bloom- 
field Ave., Clifton, N. J. 


Prices: Suburban series 


fruitwood. 


of Beaumont 
hi-fi combinations. 





RCA Victor Swarthmore, Series 21RD967 


RCA-Victor 
1958-59 TV Line 


Twenty-six new _ black-and-white 
TV models and 6 new color sets are 
announced by RCA Victor as their 
“10 Million Line.” 

Highlight is a 
“Wireless Wizard” 


mote control unit that operates by 


transistorized 
electronic re- 


radio signals all controls on a color 
TV set from anywhere in room; 


buttons on remote control unit turn 





RCA Victor ‘Wireless Wizard’ remote control 


et on or off, changes channels, ad 
justs “tint” and “color” controls, se- 
lects any volume and locks in fine 
tuning automatically. 
tilt-out 
pushbutton tuning at set. 
Another “Wireless Wizard” for 


color and black-and-white sets also 


Separate 


panel in cabinet permits 


announced, turns set on or off, 


changes channels, selects high or 


low volume 


from anywhere in 
room; fits into compartment on 
front of set when not in use, and 
is available at no extra cost on 2 
new color models and 3 black-and 
white models. Supersonic signal 
from remote unit activate an am- 
plifier inset which operate con- 
trol 

Other features include new tube- 


saving power surge resistor in ev- 
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Power-Packed Presto Promotion to Get 
More Sales at the Height of the Season! 





e > 
ice *16 
me Only 


c) Regular Pr 


ME Limited Ti 


17% 


One *6.95' Presto 





This is it . . . a gigantic Presto Control Master* Griddle promotion that has PROFIT 
written all over it! And it has all the heavy support of strong TV spots in nationwide 
markets, plus big ads in 170 key market areas with a whopping 60,000,000 circulation. 
And don’t forget the extra push you'll get from a great new line-up of traffic building 
displays! It’s coming your way from Presto . . . pioneer and sales leader in the field of 
removable control appliances! 


Presto (ttin? Moatot Appliances 


fine 


ate 











nits 























a Cy NATIONAL PRESTO INDUSTRIES, INC., Eau Claire, Wis. 

an 

n 2 Neernes _*Control Master is the registered trademark of NPI for its automatic electric heat control. 
ind 


me Only Presto Gives You a Head Start With Over 1,000,000 Control Masters Already Sold! 
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The products are right... 
the time is ripe! 
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NORGE speeds up 
feature=-engineering to 
meet current conditions 
with 1960 products now... 





Back in 1954, the Norge team headed by Jud Sayre launched a 5-year pro- 
gram of product development aiming toward a radically new line by 1960. 
From this program came such great firsts as the exclusive: 


e Hamper-Dor e Vertical Broiler Range 
e 4-Way Dry e Dispenser Wheel 


But, when the end of 1956 saw industry refrigerator volume drop 500,000 
units below 1955, with other products headed the same way, it was evident 
that the consumer was no longer interested in face-lifting, gidgets and 
gadgets, and price, Price, PRICE. She wanted real value for the dollar... 
honest-to-goodness reasons for trading in her present appliances. 

Everyone in the industry has talked about creative engineering as the one 
great need to regenerate lagging appliance sales. To meet this challenge 
Norge went into an all-out effort to accelerate the original 5-year program 
so that a totally new line of appliances could be introduced to re-stimulate 
consumer interest and sales. This goal has now been realized. 

Many new products have already been introduced ahead of schedule in 
1958—like the Swing ’n Serve Refrigerator and “‘Fabric Formula’? Washer 
This has meant such revolutionary features as: 


e Swing-Out Refrigerator Shelves 
e Handi-Cube Automatic Ice Dispenser 
e Exclusive Norge Dispensomat 


This is the first phase of Norge’s long range planning for advanced engineer- 
Jud Sayre ing, built-in quality, and true value for the consumer 
President 


NOR E creative Engineering For Sales! 


NORGE SALES CORPORATION, Subsidiary of Borg-Warner Corporation, Merchandise Mart Plaza, Chicago 54, Illinois 
Canada: Addison's Ltd., Toronto. Export Sales, Borg-Warner International, Chicago 3, Illinois 
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hew product 


ery set to automatically hold back 
full power when set is turned on; 
all 21 in. 


“second 


new powerhouse chassis 
models 1000 
anode” volts than previous 
els; “On-Set” 


have more 
mod- 
electronic fine tun- 
ing; push-pull, on-off switch with 
“Stay-Set” volume control; new 
Cascode and Tetrode tuners; clock 
and automatic TV timer; stereo 
jacks on all deluxe models and one 
Super series; front tuning for 
built-ins. 

Seven new portables, including 4 
different 17-in. sets are included. 

All new black-and-white models 
except lowest 2 portables, use 
110-deg. picture tubes. Six models, 
called Achievement Series include: 

Barton, table model with front- 
tuning; adaptable as a “built-in” 
with “one-set” electronic VHF fine 
tuning; ebony, mahogany, oak or 
walnut grained finishes. 

Wayne, modern console with de- 
luxe features in walnut, 


or oak. 


mahogany 


Admiral Rutherford console 


TELEVISION AND 
STEREO 


Hillsdale, swivel console with 3 
speakers, deluxe chassis, tone con- 
trol, stereo and phono jacks, lighted 
grained, 
mahonagy, limed oak or birch. 


controls; walnut 


tuning 


Lambert, lowboy console with 


“Wireless Wizard” 


3 speakers and 


remote control, 
“One-Set” elec- 
tronic VHF tuning in walnut, ma- 
hogany or oak. 
Kentwood, 

wood cabinet, 3 speakers, 
Window 
stereo and phono jacks in mahog- 


with 
lighted 


indicator, 


deluxe lowboy 


Front channel 
any, walnut or oak cabinets 
Southbridge, 
with 
front, 3 speakers. 
Prices: Portables from $139.95 to 


$229.95; 


lowboy color set 


lighted controls on cabinet 


table and consoles from 


$189.95 to $450.; color sets from 
$495 to $1200. 

Factory parts and tube warranty 
from 90- 
days to one year. RCA Victor Div., 
Radio Corp of America, Camden, 
N.. J. 


on color sets extended 


Admiral TV-Stereo combination 


Admiral 1959 TV Line 


Admiral announces a TV-stereo- 
phonic phonograph combination— 
the “Dual Channel Stereophonic 
Theatre”; with 110-deg. deflection 
tube, it’s possible to combine hi-fi 
TV and stereophonic phono in a 
cabinet 14% in. deep which blends 
with any room setting; integrated 
into chassis is a special dual chan- 
nel stereophonic amplifier with 5- 
watts out on TV and 10-watts on 
phono. 

Featuring decorator approved 
originals introduced last year, the 
TV line offers a wide range of Pro- 
vincial, Early American, Modern 
and Contemporary designs in 
handcrafted cabinets in matched 
woods; finishes range from mahog- 
any and walnut to maple, cherry, 
fruitwood and blond oak; decora- 
tor approved originals include Sax- 
ony, Wilshire, Rutherford and 
Fontaine. 

Improved Son-R remote control, 
in Woodley, Lancaster, Lynwood, 
Wilshire, Rutherford and _ Fon- 
taine models, consists of unbreak- 


able case the size of a compact 
that can be stored in a magnetic 
pocket on side of set when not in 
use; selects station in either direc- 
tion on wave band and furnishes 4- 
step volumatic control; operates at 
distance of 30-ft. without wires, 
batteries or tubes. Other features 
in the Son-R wireless remote con- 
trol includes variable tone control 
or separate bass and treble; touch- 
a-matic bar tuning; 3 models have 
full fidelity, and 3 models hi-fi; 
speakers from single in 
Woodley to two 6 x 9 and two 5-in. 
in Wilshire, Rutherford and Fon- 
taine; plug-in phono jack also 
available in same models. 


range 


Balance of line includes 5 Super 
Series models and 6 hi-fi series; All 
models equipped with power trans- 
formers; horizontal 
chassis; Hi-Fi series can be used 
as second unit in combination with 
stereophonic instrument. 

Price, Stereo theatre starts at 
; Admiral Corp., 3800 W. 
Cortland St., Chicago, 37, Ill. 


mounted on 


$399.95 


Philco hi-fi model 1813 


Philco’s 1959 Hi-Fi 
Stereo Line 


Philco’s completely compatible 
stereophonic systems for monaural 
and stereo records features a “Fi- 
delitron Sound System” which op- 
electrostatic principal, 

sound projector in 
network beginning at 
800 cycles (mid-range) and extend- 
ing beyond 20,000 cycles for undis- 
torted, balanced sound. 

Ten basic models in line have 
diamond stereophonic stylus car- 
tridge; “Functional control switch” 
to play monaural or stereo records; 
lighter tone arms; tuner-tape and 
stereo plug-in jacks built in. Con- 
temporary European cabinets. 

Top of line, 1909 SM a special 3- 
piece stereo ensemble in custom- 
crafted mahogany with AM-FM 
radio; transformer powered dual- 
channel amplifier producing 50- 
watts output; 2 separate matching 
speaker units each with dual “Fi- 


erates on 
has special 


cross-over 


delitron Sound System”; dual cer- 
amic reprouacer with diamond 
stylus for monaural or stereo; nee- 
dle minder and record storage com- 
partment. 

Another model, 1811M, features 
“wrap-around” sound cabinet de- 
sign with stereophonic reproducer; 
Fidelitron system; 12-in. 
4-speed changer; amplifier with 20- 
watts output; jacks for stereo tape 
input and external stereo phono 
amplifier; dual needle; ceramic re- 
producer, diamond needle for LP. 

Two table models, 1606M, a wood 
consolette with removable legs; 
electrostatic speaker and 6%-in 
woofer; 4-speed automatic chang- 
er; jacks for tuner or stereo tape 
input, and 1606SM same as 1606M 
with reproducer; external 
stereophono amplifier; dual needle 
reproducer with diamond needle. 

Console models start with 1706M 
with electrostatic speaker and 10- 
in. woofer; 4-speed changer; jacks 
for tuner or stereo tape input and 
1706SM same features as 1706M 
with reproducer; external 
stereo phono amplifier; dual nee- 
dle ceramic reproducer with dia- 
mond needle for LP. 

Two special stereophonic ampli- 
fier units SA1000M to match mod- 
els 1606S, 1706S and 1706S, has a 
5.5 watt amplifier; electrostatic 
speaker; 6%4-in. woofer; and SA- 
2000, to match 1708S to 1907S, 
equipped with Fidelitron plus 12- 
in. woofer; 20-watt amplifier. 

A portable stereophonic stacked- 
head tape recorder ST-300, con- 
taining an input jack for recording 
directly from radio, phono, or TV; 


woofer: 


stereo 


stereo 


JULY, 


plugs into any hi-fi model for taped 
stereo reproduction. 

Phileo has continued a slender 
cabinet styling in its new line of 5 
record players and phonos, rang- 
ing from scuff-proof, portable 1373; 
to a twin-speaker radio-phono in 
blonde oak 1409; two additional 
portables in line, 1375 and 1405. No. 
1405 has “wrap-around” sound sys- 
tem, automatic changer; No. 1375 
twin 4-in. speakers. No. 1407, hi-fi 
table model “wrap-around” sound 
3 speakers; 4-speed player with in- 
termix; automatic shut off; 45 rpm 
spindle; dual sapphire needle. 

Prices: hi-fi from 
$139.95 for 1606M to $1200 for 
1909SM; amplifier units 
$89.95 to $159.95; tape 
$229.95. Philco Corp., C 
Sts., Philadelphia, Pa. 


stereo 


from 
reco! de r, 
and Tioga 


Admiral “Clarion” portable 


Admiral’s 1959 
Stereo Hi-Fi Line 


Admiral’s dual channel 
phonic hi-fi line for 1959 is de- 
signed to blend into any room dec- 
oration as fine furniture pieces; In 
the Americana line 
models Clarion, 


stereo- 


there are 6 


Coronet, Barclay, 


Admiral ‘Clarion’? portable 


Kensington, Essex and Imperial for 
the contemporary note; Coronet, 
with long slim look of cocktail table 
can be used as a room divider. 
Clarion portable, blends with any 
background; gray and white match- 
ing grille; in Italiana line, Chante, 
Tuscany or Titian for larger homes. 

Needle cartridge which Admiral 
uses in its full line of stereophonic 
record players is reversible—one 
side plays stereo and regular LP 
records, the reverse side contains 
a needle to play 78 rpm records, 
making it possible to play regular 
hi-fi records 
system. 

Kensington and Essex are dou- 
ble units in Americana line; all 
Italiana models are available as 
double units. Admiral Corp., 3800 
W. Cortland St., Chicago, 37, Ill. 


through 2-speaker 
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A NEW HEATER 








FROM GENERAL ELECTRIC FOR EXTRA VALUES! 














ASK YOUR DISTRIBUTO 


THE BIG NEW 


(Model H-4) 


Economical General Electric 
Automatic Heater 
Never before so many fine features at this price! 


Automatic thermostat insures steady, controlled 
heat. Modern, portable, stay-cool cabinet. Has 


mercury tip-over switch plus $4925" 
close-set erille for safety. wail 





R ABOUT 
“TEE OFF” DEAL! 




















nil 


xg | 


(Model H-5 


$3995" 


@ A top-value heater at every price level! 8 





(Model H-3)' 


Popular General Electric 
Automatic Heater 
Powerful fan-forced heat. Thermostat shuts it 


on and off automatically. Cuts off if over-heated, 


Styled in turquoise and chrome with safety 


grille. 1320 watts. Complete $9425" 
comfort at moderate price. 


Progress /s Our Most Important Product 


GENERAL @@ ELECTRIC 
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With these outstanding 
features for 
your customers 


*® Radiant plus forced warm air 

* Two heat settings—both 1650 watts 
and 1275 watts 

* Giant 360-square-inch reflector 

* Automatic thermostat— Mercury 
tip-over switch for safety 

*® Pushbutton controls— Automatic 
built-in signal light 


*® Underwriters’ Laboratory listed 


Plus many exclusive extras— Power- 
ful centrifugal blower » Unique counter- 
flow design « Pressurized heat chamber 
¢ Venturi nozzles distribute wall-to-wall 


carpet of warm air. 








De Luxe General Electric 
Automatic Heater 


Radiant and fan-forced heat. Two heat settings- 
1320 and 1650 watts. Automatic thermostat. Ad- 
justable base. Portable. Mercury tip-over switch 


and signal light for safety. $9925" 
The ultimate in heating. 


*Manufacturer’s suggested retail price 
General Electric Co., Automatic Blanket 
and Fan Dept., Bridgeport 2, Cont 
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Fabulous new PHILCO 


From the World of Tomorrow... 


In one bold stroke of scientific research 
Philco engineers have brought an en- 
tirely new freedom to television design. 
In creating the new Semi-Flat picture 
tube (which measures less from front 
to back than any you've ever seen 
and the compact Predicta chassis 
(which puts more picture power in less 
space than ever before), Philco engi 
neers have made possible sharp depar 
tures from conventional design. New 
ideas, new forms, whole new avenues 
of approach to the use and enjoyment 
of television. This is the kind of sales 
excitement that will make 1959 a year 
of profit for every Philco dealer! 


Model 4242-L 
NCH OVERA 


pf EREIAAAI 


Another dividend for you from Philco research! 





For the first time ever, Philco separates the pic 
ture tube and chassis — gives you stationary 
chair-side controls and a picture that moves 
inywhere in the room, even into other rooms! 
It’s the most exciting new TV ever invented, 


and only Philco has it! Model 4710-1 


Put the picture 


Keep the set beside your chair... 
anywhere! 
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OF PREDICTA TV is here! 


yours to show and sell—today! 





FABULOUS 
PHILCO 


sa Brief Case” 


Here now is portable TV as thin as 
a brief case! It features Philco’s ex- 
clusive S-F (Semi-Flat) picture tube 

plus an amazing new chassis that 
actually hugs the picture tube. 
There’s nothing like it on the market, 
and it’s yours today in exciting new 
colors and textured finishes. Famous 
“beautiful back.” Top Front Tuning. 
Exclusive ‘“‘Scan-Tenna’”’ handle 
that hides a powerful 39-inch zip- 
out antenna .. . delivers 3 times more 
signal power! Only Philco makes the 
brief case thin Slender Seventeener 
the most slender, most exciting port- 
able TV in all the world! 








eo. fet ees 





Mode! 3052-L 


Get PHILCO and get set for your biggest TV year! 


ELECTRICAL MERCHANDISING 


Philco dealers everywhere are raving about the new Philco 
Predicta TV line — the most spectacular forward stride in 
television history! Daring inventions from Philco labora- 
tories bring new freedom to television design! Exclusive 
new Pop-Up Tuning. An amazing new console form, Pre- 
dicta Pedestal. New, improved 5-speaker Wrap-Around 


Mh 
. wi 
Pee eee w REE ® 
$ 
5 
4 


MODEL 4642 


MODEL 6632 


Sound! And world’s first Full Dress, completely finished 
back console — to name just a few! Not since the day TV 
was born has there been a line so boldly new and exciting 

never have you had a greater opportunity to rack up 
sales and profits! Don’t waste a minute— CALL YOUR 
PHILCO DISTRIBUTOR NOW! 


MODEL 4646~L 


EXCITEMENT WAITING FOR YOU FROM PHILCO! 
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RCA Victor Mark II1 SHC3 





new products STEREO-HI-Fl PHONOS 


RCA Victor Mark XIV SHP14 





RCA-Victor Stereo Hi-Fi Line 


New line of RCA-Victor Stereo- 
Orthophonic hi-fi instruments are 
designed to play not only stereo 
discs and standard monaural rec- 
ords, but one player, Mark I, SHC- 
1 plays stereo tape and stereo rec- 
ords as well in a 3-cabinet console 
equipped with AM-FM radio and 
magazine-loading stereo tape re- 
corder, and 8 speakers, (2-15-in. 
41-314’s.) 

Six other consoles in top of line 
are equipped with AM-FM radio 
and 4 speakers (2-12-in. woofers 


woofers; 2-5’s and 


and 2-3% ir tweeters). These 
consoles are available in French 
provincial, Danish modern, Tradi- 


tional, and Danish low-boy cabinet 
styling in a variety of wood fin- 
ishes, and are designated Mark II 
to IV and VI to VIIID. 

AM-FM tuners are available on 

IXD, Danish lowboy modular, with 
3 speakers, 
3%’s); AM-FM tuners are optional 
on Mark VII, VIII and IX; VII and 
VIII have 4 speakers, (2-12-in. and 
3%’s); AM-FM tuners are optional 
(1-12-in. woofer and 2-31'4’s). 


(12-in woofer and 2- 


Lower end of line consists of 
Mark XI, modular, with an 8-in. 
woofer and 2-3%%4’s; Mark XII, con- 
solette, with a 6% in. woofer and 
2-314’s; XIII, portable, with a 6% 
in. woofer and 2-314’s; and a port- 
able, XIV, with 2 speakers. 

Two portable tape cartridge 


magazine-load recorders: SCP2, 
emi-automatic with an 8 in. woof- 
> 91 


er and 2-3%-in. 
SCP3, ful 


tweeters; and 
ly automat.c portable 
with the ame complement of 
peaker 

In addition there are 7 auxiliary 
peaker systems to complement 
RCA Victor Stereo-Orthophonic hi 
fi line: 

SHS-13, table 


peaker, which is 


also portable, in brown simulated 
leather with 
SHS12, table model, 
oak, maple or walnut 

SHS11, console, and SHS10 cor- 


ner cabinet console have 3 speak- 


uni-twin peakers; 


in mahogany, 


woofer and 2-3'%-in. 


ers, (8-in. 


tweeters) cabinets available in 
mahogany, oak walnut and ebony 
for console and mahogany, oak and 
maple for corner cabinet. 

SHS9, console features a 12-in 


1 


woofer and 2-3% in.; SHS-8, Dan 
record 
French Pro- 


vincial console with record storage 


ish modern console, with 


storage; and SHS7 


have same speaker complement. 
Prices: From $129.95 for porta- 

ble Mark XIV to $2500, for 3-cabi- 

net console Mark I. Tape cartridge 





records, $295 and $450, respective- 
ly; auxiliary speaker 
from $9.95 for table model to $125, 
for French Provincial console 
SHS7. RCA-Victor Div., Radio 
Corp of America, Camden, N. J. 


systems, 








Sylvania 4312 consolette combination 


Sylvania 1959 
Stereo-Hi-FiPhonos 


Sylvania’s compatible  stereo- 
phonic line consists of 9 models 
(3 portable and 6 consoles); plus 
2 speaker-amplifier combinations. 
Portables 4416 and 4419 are 4- 
speed automatic phonos equipped 


9 


with stereophonic cartridge; 2 


front-mounted speakers; stereo 
jack for connecting to speaker-am- 
plifier; 2-tone leatherette copper 
brown and 
Manual, 
model 4410 has two 4-in. 


and built-in stereo jack. 


or charcoal antique 


white cabinets. i-speed 


speakers 





Consolettes, 4312 and 4397, have 


1-speed automatic phonos; 


eartridge and jack; No. 4312 has 


2 front-mounted 


stereo 


speakers; 4397 
has balanced 12-and 5-in. speakers 
with 30-15,000 range. 

Console models, 4398 and 4791, 
i-speed automatics have stereo 
balanced 12- 
and 5-in. speakers; 4791 console 
had AM-FM 
consolette models in mahogany or 
blonde oak. 

Room divider, 4399, and deluxe 
room divider, 4792, are 4-speed au- 


cartridge and jack; 


tuner. Console and 


tomatic consoles with stereo car- 
tridge and jack: 


: precision balanced 
i-speaker sound with 40 to 20,000 
cycles. 4792 is also equipped with 


AM-FM tuner. Both available in 


mahogany, blonde oak, or fruit- 
wood. 
Stereophonic speaker-amplifi- 


ers include SC03 portable with 


15-watt amplifier; 8-in. speaker; 


made for use with all portable and 





Sylvania SCO3 speaker-amplifier 


SC04, Deluxe 
furniture combination, has 10-watt 


console hi-fi models. 


amplifier; balanced 12- and 5-in. 
speakers; companion piece for con- 
soles and consolettes. 

Prices: Hi-fi units from $39.95 
for manual portable to $249.95 for 
1791. 

Room divider consoles have open 
prices; speaker-amplifiers are $60, 
for portable and $130, for deluxe. 
Sylvania Electric Products, Inc., 
Home 
mM. Be 


Electronics Div., Batavia, 





GE-Phono No. RP 1120 


G-E Enters 
Phono Field 


General Electric enters phono- 
graph field with 3 models—2 por- 
tables and a table model; all 3 will 
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play 14 7-in., 12 10-in.; or 10 12-in. 
records at 16, 3314, 45 or 78-rpm, 
and intermix 10- or 12-in. records 
of same speed; records may also 
be played manually. The 4-speed 
turntable on each phono is 
equipped with rubber mat to re- 
duce skidding; 
arm minimizes pressure on records, 
shut-off 
arm to rest 


lightweight tone 
automatic returns tone 
position after last 
record is played. 
RP-1110, 2-tone blue 


has specially-coated 


portable, 
fabric cover 
which can be cleaned with damp 
cloth; acoustically contoured, poly- 
styrene front grille; carrying han 
dle; precision-built amplifier; G-E 
Dynapower speaker; ceramic cart- 
ridge with sapphire-tipped dual 
styli; separate volume and contin 
uous tone controls. 

RP-1120, cocoa and beige, easily- 
cleaned fabric covering; features 
a stereophonic switch at top front 
for later addition of stereo sound 
equipment; jack at rear for an- 
other amplifier and speaker, extra 
lead in tone arm for connection of 
stereo Precision-built 
amplifier; twin G-E 


cartridge. 
Dynapower 
speakers; ceramic cartridge with 
sapphire-tipped dual styli; contin- 
uous tone and loudness control au- 
tomatically adjusts lows and highs 
for full frequency; brass latches 
and hinges; 


15-rpm spindle. 





G-E table phono RT-1230 


RT-1230, table 
any, and (31) blond oak, features 


model, mahog- 
matched grain genuine veneer cab- 
inet, leather-like panel; 
stereo switch, jack for additional 
amplifier and speaker, extra lead 
in tone arm; 3-tube plus rectifier; 


control 


6-watt maximum; twin 8-in. G-E 
Dynapower speakers; ceramic cart- 
ridge with sapphire-tipped dual 
styli for 16, 3344 
sapphire stylus for 78 rpm; sepa- 


and 45 speeds; 


rate base and treble and loudness 
controls; tuner input jack for at- 
taching AM and/or RPM spindle; 
tapered, easy-to-attach hardwood 
legs to match cabinet available 
with RT-1230 and RT-1231. 

2P-1110, $69.95; RP 1120, 
T 1230, $149.95 in maho- 
gany $159.95 blond oak. General 


Price, | 
$89.95; R 
Electric Co., Housewares and Ra- 
dio Receiver Div., Bridgeport, 
Conn. 
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introduces new 


SALES-TESTED | 


SURE-FIRE PROFITMAKERS! | 





BRUCEWOOD — electric alarm clock 

smartly cased in solid mahogany. Plain 
No. 1347) or luminous (No. 1357) 

dealer cost, plain $5.90 

luminous $6.56 


consumer price, plain $8.98 
luminous $9.98 

















ANDOVER — electric alarm clock, sculp- FORTUNE-—electric alarm clock now in CHOO CHOO — novelty electric wall clock 
tured look in driftwood (No. 1410) or gray (No. 1102), black (No. 1122) or egg- with white enameled case (No. 1420) 
black (No. 1411), luminous shell (No. 1123), luminous dealer cost $3.93 
| dealer cost $5.24 dealer cost $4.57 consumer price $5.98 
. consumer price $7.98 consumer price $6.95 
: = aaah aie - _ resnieiiisiiineinaaiaiae 
l 
NOW! Westclox offers you more sure profit than ever before! These fresh, original 
- designs have all been tested for maximum consumer appeal. They’re priced 
and promoted to bring you fast sales at a FULL PROFIT. 
Don’t miss these exciting new Westclox products. Sell the line that has 
; more, does more and makes more for you. Sell Westclox. Get the full story from 
: your Westclox wholesaler. 
: Prices shown are suggested retail or Fair Trade 
1 oe prices and subject to 10% Federal Excise Tax. 
: World’s largest manufacturer of timepieces 
] 





WESTCLOX 


WESTCLOX, MAKERS OF BIG BEN +: DIVISION OF GENERAL TIME CORPORATION 
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phire needles. Pigskin or silver 


blue. 
few products .... RADIOS 10MP1, 2 and 3; miniature 4- 


speed manual phono; 4-in. speak- 


} } ‘ 
er; rubber mat turntable; separate 
ige; white leathery Arvinyl cas¢ tone control; crystal cartridge, 
vi vold ; 1 brass : : 
with gold and bra trim dual sapphire needles. Polka red 
2 ‘ 909 awa 9 hea ' -_ —? 
Nos. 2091 and 2092 have 2-tub and white; polka blue and white 
1 rectifier cvs eS ith F ++ mn a 
; nate: ectifier systems with 1.5 wat or polka charcoal and white 
power output; vinyl-on-steel Arvi- Prices, from $29.95 to $89.95 
cast are unbreakable and Westinghouse Electric Corp., TV- 
ff-proof o. 2091 co Ss il d 
iff-proof. No. 2091 comes in red — Radio Div., Metuchen, N. J. 
blue vith white trim. No IOG2 
! hite leather with gold trim ( 
soth have turnover crystal cart 











- igre t! apphire ty No. 
192 |} two 5-in. speake1 No 
2091 ha one D-1I speaker bot ; 
Arvin Phonos ive 4-speed turntables wi clan 
Prices, from $34.95 for No. 2091 s ; 
Arvin enters the photo and hi-f P 1190 ¢ ~ Console mode th AM/FM 
—v o $119.95 for No. 7097. Arvin In- ; = 
f ] x t ¢ } radio have eparate tur for A 
' I dustries, Inc., Columbus, Ind. ae , 
, f FM band illowing rece] 
ited Ha ‘ tereo broadcast tere: mp a 
lop models N Ove t nnected a t 
nd 7097 t AFC for drift-free FM recept 
nel ie DuMont Stereo and Sulical. Metin. Senne 
ieianinn ‘ti ; ndist - Brentwood finished nah 
} ; Monaural Hi-Fi | 
ind 4 e} Basic units in DuMont 1959 line espectively 
netwo! 20,000 eps fre R Svereo} ¢ and monaural hi-t Vagabond, _hi-f portable 
iency teedbda nit are Musi Maste1 hi-fh Cor t eed addle tar i yator na 
f 11 tpnut ette d the Rut nd, Hanove1 elect? tat twecater Q 
cance nd e! Brentw land Rum nsole \ re P fry . frequenc\ ound 
rate f treble and v portabie hi-f phot Vagabond range; 40-15,000 cps response 
me t me < pee" ne le vatt I h-pu powel! moplifie 
ne , = Consolette a é feature t} watt ratir : , ted 
ol pe p ‘ ‘ ‘ iting ym pe iter 
ble ; c dne ' e of 45AC-2 i tereo-monaura witcn-or ‘ ime ontrol eparate ba and 
turno\ irt igre wit! changer for playing tereophor treble ontrols; automat hut-off 
dua pped witl r monaural record narmonizing f amplifier and record player; set 


1-speed automatic record changer; Westinghouse ompanion stereo units are avail- — and-forget volume control; auto- 





15 rpr I é 2-tone brown and able AM-FM radio init are op mati l-speed change! termina 
a Pea eager iemine Portable Phonos tional with consol Peay: Spier talaga 
trin ent except No Westinghouse enter the port Music Master table models have ceramic cartridge, dual pphire 
7097 tere di cartridge e phor market with a line f 1 6-watt, push-pu implifier with ty 

No. 7095 i-speed automat 6 Dasic mode Included are a hi-fi 12-watt peak powel 2 electro Prices: Master $159.95 in 1 
changes }-t ¢ ul AC power! ! ae 145 AC-1 and 2 with 2 6-i1 tath tweeter ror hi-fi audio hogany other wood ightiyv higt 
trar ‘ leliver 10 peake ind 2 hi-fi ympensating range, eparate ba and treble er; all stereo companions $75. Rut 
watt 1 itput; 6-i1 tweeter push-p amplifier ontre with wide tone control and, in mahogany, $208.95; with 

wooft tweeter peaker lelivers 5-watts maximum output range, compensated volume Cor AM/FM radio, $ 1.95; all auxi 
have t over for 40 l-speed automatic changer; cry trol; automat hutoff after last iary units $125. Vagabond, $119.95 


20.000 erse feedback: cor tal cartridge and dual apphire record, set-and-Tor¢ volume con in tweed. Allen B. DuMont Labora 


tant e tone yntrol and eedle automat hut-off; inte trol; 40-15,000 cps frequency re ries Inc., 750 Bloomfield Ave., Clif 


Sla A ‘ 
independent ¢ ntrol; turr mixeé 10-in. and 12-11 record { ponse automat i-speed record ton, N. J. 
ver ‘ igre ha ap me need N l fir hed r changer with ceran plug-in Car 

phire 5 n st ile _tor hite N > char tridge and dua apphire tyli 

rr f y i nite termina for extra peakel 


No. 7094 tube plus seler 14AC1 and 2 4-speed automat Music Master companion stereo 








na 2 matched t ¢ implifier I iding rectifier it cnanger,; tereo irtridge; unit 
neake ofer und 4-ir t} matching output transforn connect vith Musi Master for 
6 nee ge from 50-15.000 irtridge and lua apphire nee cabinet manogany, limed Oak 
D { eed tomatic changer ile 1utomatic hut-off inter walnut and fruitwood in Musk 
y eparate es 10 and 12-in. records: silver Master also companion 
f¢ ites k e and white and lver red and Rutland, Hanover, Brentwood and Philco table radio 826 
‘ irtridgs nite fir It R imsor consoles have pu h pull 
t} nhire ty 9_tone 13AC1 and 48AC2: 4-speed au 12-watt amplifier with 24-watt 
bra matie changer with shutoff; sep- peak rating; 2 electrostatic tweet Philco Radio and 
tri ny P ne nt 1 neaker e! 10-ir frequency peake1 Cc ° ° 
No. 7093 peake! t rtridge and dua ap! I ealed ‘Dynacoustic” ound lock-Radio Line 
males £ hr . rn} , eed. 1utomat hutoff chamber Full range ba and tre ClOCK 1 
ter ( 10 and 12 record ble controls; presence control; set dio ts of II 
né rn 1 ' , na white and-forget omper ated volume Di » Da 
’ » t¢ t multiple tout ich { ‘ 
No 6091 t 15,000 ps Trequen es} te! a “ ‘ } ar j , 
é , ¢ Lath peake! . ith l-trir ] " tor na 
. l4-speed record cnangel ted re A A 
sutomat hut-offt tro plug Mag . intent me te 
I} i t-Sp ce m pho rtridge d flashlight batterie 
P + and nt t } nNeake mond { l for I P’ mpie re¢ T-600, 6-trar isto! mode ope 
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Pp} full dre radio 824 


ompletely finished front and 


black, gold 


No. 963, 5-tube plus rec tifier, has 
! 1-i1 peakers, illuminated, 
rnier tuning dial 

Models 828, 826, 824, 822 and 








820 are 4-tube models with “clip 
cha printed circuitry, loop 
tenna ender styled in a va 
riety of color and finishe 
lop of clock-radio line, 761, ; 
His and Hers” twi peaker set 
th 5-tube plu rectifier; 2 
I I peakers for ngle 
I mance itomatl 
| 
=e 
7 
= 
A \ - 
} ad No 93) 
lio, has 5-pusl 
p for operation of o1 
ft radio and radio 
alal i) reuit; luminou 
hand ! or Nos. 753, 751 and 
749 have 4-tube plus rectifiers; 
1 ! speakers; auto 
mati r with luminous hand 
N 749 has on-switch timer. All 
mode have “Clip-in” chassis and 
witl built-in 


Magnes rr aeria 
Prices, Table models from $19.95 
for 820 to $59.95 for T-900. 
Clock radios, from $24.95 for 749 
to $49.95 for 761. Philco Corp., Tio- 
ga and “C” Sts., Philadelphia, Pa. 






~ 


——— 
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Sylvania Bolero table radio 


Sylvania 1959 Clock 
and Table Radios 


Complete new styling is fea 


tured in Sylvania’s 1959 line of 


ock-radio 
lop table model, Music Maste1 


two 5-ir front peaker 
ned RF tage; illuminated de 
rule dial; modernistic 2-tone pla 
ti cabinet; oversize ferrite »p 
antenna and phono jack; coral and 


white; turquoise and white, or gol 


and white 


Twintone, has dual 4-in. front 
peakers; phono jack slimline cal 
inet in 2-tone finishes similar to 
Music Maste) 

Park Ave, features unusual cal 
Inet style in 2-tone sapphire and 
white or brown and white; 4-ir 
peaker; 4-in. tone resonator, bot} 
front-mounted; phono jack. 

Bolero, has 4-in. speaker front- 
mounted; built-in loop antenna; 2 
tone, coral or turquoise and white. 

Minuet, 4-in speaker, front 
mounted; built-in loop antenna; 
front controls; antique white. 

Symphotone, has 4-in. speaker, 
built-in AM loop antenna; side 


controls; ebony plastic cabinet. 


Clock radio line’s top model 
Sky Lighter, features modern slim 
ine cabinet; 5-in. speaker; illumi 
nated slide-rule dial; Westclox 
timer with simplified pushbuttor 


controls; automatic on-off delayed 
ilarm; phono jack; 2-tone coral 


turquoise or gold and white 





Sylvania Night Lighter clock-radio 


Night Lighter, in unique cabinet 
design has 4-in. front speaker; 
Panelescent-lighted clock face; 
Telechron timer with automatic 
on/off controls; clock-operated ap- 
pliance outlet; delayed alarm; sap 
phire or brown and white. 

Tempo Timer, 4-in. front speak- 
er; Westclox timer with simplified 
controls; automatic on-off control; 
delayed alarm; clock-controlled ap- 
pliance jack; antique white. 

Waltz Timer, 4-in. front speak 
er; Westclox timer, simplified con 
trols; automatic on-off control; 
delayed alarm; clock-controlled ap 
pliance jack; antique white. 
Swing Timer, 4-in. front speak- 
er; ebony plastic cabinet; Westclox 
timer; simplified controls. 

Prices: Table models from $17.95 
Symphotone to $39.95 for Music 
Master; Clock-radios from $24.95 
for Swing Timer to $54.95 for Sky 
Lighter. Sylvania Electric Prod- 
ucts Inc., Home Electronics Div., 
Batavia, N. Y. 
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the SHEFFIELD 


Genuine Stainless Stee 


SPACE SAVER HOODS 





Give your Customers 
NEW Trend-Setting STYLE 


Here is the most refreshingly new design in ventilating 
hoods which will give every kitchen that custom look. 
Three striking styles to choose from... and new certified 
performance that tops anything on the market. All this in 
a compact, self-contained unit which leaves the entire 
cabinet space free for storage. 


the CONCORD 
Antique Copper 


the CAMBRIDGE 
Hammered Coppe: 


ASK YOUR WHOLESALER OR WRITE US FOR COMPLETE INFORMATION. 
_— "J . bun - 
| Grate Viiwd C VV lfars, Sie. 


7755 PARAMOUNT BLVD., DEPT. EM, RIVERA, CALIF. 
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Scheduled meetings 


the Na- 
Manufac- 
turer’s Association show sched- 
uled for Atlantic City, N. J., July 
7-11, will repeat its sell-out per- 
formance of 1957. Theme of the 
July show will be “Summer-Gate- 
way to the Multi-Billion Dollar 
Housewares Market.” 


Indications are that 


tional Housewares 


West coast buyers will have an 
opportunity to look over the 
latest in hi-fi and appliances dur- 
ing the last week in July. San 
Merchandise Mart 
headquarters for the 
Western Summer Radio-TV & 
Appliance Market 


period, July 21-25. 


Francisco's 


will be 


during the 


Chicago plays host to the Na- 
tesa Annual Convention August 
21 through 24. Sessions will take 
that 


place daily in city’s Con- 


gress Hotel. 


Dates for the Chicago Hi-Fi- 
delity Show have been changed 
Sept. 19, 


to Friday, Saturday, 





SEARCHLIGHT SECTION 


September 20, and Sunday, Sep- 
tember 21. The new dates were 
decided upon in order to avoid 
conflict with a religious holiday. 


The annual meeting of the 
Porcelain Enamel Institute will 
take place during the latter part 
of September. Announced dates 
for the meeting are September 
25 through 27 at The Greenbrier, 
White Sulphur Springs, West 
Virginia. 


hi-fi 
show their 


Stereophonic sound and 
manufacturers will 
newest and finest wares at the 
Music Merchants Show slated 
for Chicago’s Palmer House, July 
23-24. Indications are that music 
lovers will be shown some star- 
tling innovations in the field. 


Annual meeting of the Inter- 
national Association of Elec- 
trical Leagues has been sched- 
uled for early fall. This year’s 
meeting will be held at the Shore- 
ham Hotel in Washington, D. C. 








WANTED! EXCESS STOCKS 


OF COMPLETED GOODS AND COMPONENTS 
® Major Appliances 


© Traffic Appliances 
® Housewares 
© Hardware 


ALL REPLIES STRICTLY CONFIDENTIAL 
We Buy Complete Stocks— 
Including Equipment to Manufacture 


MATTHEW STUART & CO., INC. 
353 West 54th Street 
New York 19, New York 
For fast action dial JU 2-7117 


© Electronic Equipment 
© Vacuum Tubes 
@ Transistors, etc. 





MERCHANDISING 





SUPPLEMENT 
PRODUCTS - SERVICES 


FOR MORE SALES — MORE PROFITS 








RATES: 


$25.71 per inch. Contract rates on request. 
An advertising inch is measured 7’’ vertically 
on one column. There are 4 columns—48 


inches to a page. 


New Advertisements received by July 


10th will appear in the August issue. 













= FASTEST ,* 
TO BOTH COASTS! 


Since 1899— 
Dependable 
Freight 

Forwarding 
at Low Cost 











LARGE BELGIAN 
CONCERN 


is interested in securing license 
rights for U.S.A. patents cov- 
cring household appliance es or 
exclusive sales rights in 
BENELUX” 
Write to 
J/H/‘*Securite Fiscale”’ 


204, rue | ile—Brussels—Belgium 


Large French Factory 
Manufacturing 
Washing Machines 


Is interested in securing license rights 
for all patents covering household 
appliances 


Write to No. 1331 


SWEERTS 


P.O. Box 269-09 . Paris, France 











Your Inquiries to Advertisers 


Will Have Special Value... 


REPRESENTATIVES 
Now calling on appliance distributor t el ir 
newly acquired Holl ne of broilers, etc 
New household appliance items will be added it 
near future. Most territories oper Write giving 
rpor 


details to Mr. R. Dav Berns Air King ¢ 











3050 N. Rockwe St Chicag is, I 
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LIFSCHULTZ 


=FAST FREIGHT= 


NEW YORK + BOSTON + BALTIMORE « PHILA. 
NEW HAVEN + BLOOMFIELD, N. J. 
SPRINGFIELD, MASS. + CHICAGO - MILWAUKEE 
LOS ANGELES - SAN FRANCISCO 





You sell the appliance on your show- 
room floor, but when you deliver it, you 
sell yourself. So if you want your cus- 
tomers to remember you with pleasure, 
do a professional job on every delivery. 
Protect appliances such as ranges and 
refrigerators with Webb Slingabouts.® 
They guard the appliance against bumps 
and scratches, spare customers’ paint and 
woodwork. Webbing handholds help men 
maneuver appliances smoothly into 
place. For further information about 
Slingabouts (water - repellent canvas 
jackets lined with soft flannel), fill in 
the coupon opposite. 


SLINGABOUTS 


For Radio, TV, Air Conditioners, 
ask about Wrapabouts® 





*GBE is coming! For the full story, 
see the August issue of Electrical 
Merchandising. 








“This GBE* 
is sure 











catching on!” 


































































Webb Manufacturing Co. | 
2918A N. 4th St., Phila. 33, Po. 
Send price of Slingabout or Wrapabout for | 
Model # Make = 

| 
C0 Refrigerator (Freezer (© Dryer | 

| 
(0 Range (0 Washer (specify) 
NAME 

| 
ADDRESS. = | 

| 
CITY | 
ZONE STATE | 



























































SAVINGS vs. CREDIT 


We've 


Ye’re a little bit confused \ 
A/, 
/ peen reading a tavorite recessior 


Statist to the effect that “savings 





are at an all-time high.’ And we must ad- 
mit that we like statistics which seem to 
prove that thers no basic reason for 


ds. A little less 


people not buying our go 


order-taking, a little more hard-sell an 
things w really get rolling again. The 
people nave the mone all piled in neat 
stacks, and the o1 thing we nave to a 
persuade them to part with some of it 
And then over our desk comes a co} f 
Labor's |} Revie published | 
the AFL-CIO 1 tne 3 taints QO! 
sure, there are some people with s ng 
but only a fe the great mass of Ame? 
can families, the working people re 
ing from hand to mouth and couldn't 
their w it of a grocery bag as fa) 
savings are concerned. It all boils down t 
a matter of semant Whose figures 
are quoting and what figures are included 
under the iten ngs Are talkir 
about “liquid assets, ! pe ndable 
ings?’’ There can be no doubt about the 


fact that American familie possess an 
enormous amount of financial assets, the 
Review points out, but the crux of the mat 
ter lies in (1 who owns them, and (2 
whether they are really “spendable.” 
And here where the real begin t 
dig in. They quote the Securities and Ex 


change Commission to the effect that th« 
financial assets of individuals in the U.S 
totalled $484 billion by the end of 
1957. Shown in the box, at right, is the a 
counting SEC makes of consumer savings 
Tt certail t of money, a1 
way yi ook at it. It is even more thar 


the government debt. But 


alyzes it to see what proportion really rep 
resents savings, or “spendable” savings 


They 


it belongs in that category 


figure that only about one-third of 
and that even 
this one-third is held by a 
of 


estimates that the top 


small minority 


top-income families Federal Reserve 


10 percent of Amer 
ica’s 57-million families owned 66 percent 
of the co intry’s liquid assets and that the 


bottom 60 percent of the families owned 


only 3 So it looks as though they 


percent 


have a point. 


might 


Cas 


h and checking accounts, 


LAURENCE 





WRAY Editor 


totalling 


and 


t 


billions ( 


a 


$81 billion (items #1 and 2 below 
being drawn on for daily needs 
hardly “saved,” they say. The 
posits, Saving & Loan shares 
Savings Bonds, totalling $178 
items #3, 4 and 5 include 
dollars of assets that cannot be 
‘perso! Savings at all, they s 
cause they include assets of over 
yn nincorporated businesses, 
nions, charities, churcnes, tr t 
ind the K€ 
he persona owned fede 
bonds, totalling $44 billion 
+6 ire not like savings bonds, the 
it, Det e tne ire bought and 
t ting price n the financl 
They quote FRB the effect tha 
bonds, plus all other marketable sec 
re owned by or 11 percent of a 
es and that more than half of 
ng te mere ne percent of top 
T TY t 


ind is 


vy, be 


1.7} 


tnree Dil 


Savings de- 

U.S. 
illion, 
»f 


considered 


trade 
f nds 
te ana 
[te YY 





1! 


tot 





corporate se 


(Currency in circulation 
billions 


Demand 


ys deposit check 
ing accounts 

4. Savings deposits (including 
postal savings and shares 
in credit unions 

1. Savings & Loan Association 
shares 

». U.S. Savings Bonds 

6. Other U.S., State and Local 
govt. bonds 

7. Private insurance and pen 

ion reserves 
8. Government and 


insurance 
pension 
Total 


billions 


reserves 

Financial Assets 
individuals’ 
irities 


1 addition, 


$280 billion 


Here’s the way the SEC breaks 
down current consumer savings. 


$484 


holdings of 
are estimated to 















SUEY, 


1958 


private and vernment insurance 


vo 


and pension reserves, totalling ove 


billion 





and 8 


but 


items #7 , cannot be call 


“spendable” are “contra 
tual” 


dividuals 


Savings, 
Savings, or frozen assets, which in 
earmark for sickness r old 
aye 
It’s 


irse, 


+ . ‘ ] ‘ 
an interesting analysis loade 


co on the side of proving that govern 
ment figures on individual savings contain 
an awful lot of dollars that cannot, or will 
the Revie 


not, be spent. In actual fact, 


says—again quoting the Federal Reserve 
Board—that average liquid assets f 
skilled and semi-skilled workers 1957 


Was S2is: and 26 percent had I ne Ur 
skilled and service workers averaged onl 
$6 in liquid assets and 491% percent had 
none. Most of the truly liquid persor 
avings cash on ne barr¢ neat ire 
wned by a minority of our 57-millior 
familie 18-million of them can _ rais¢ 
from $1 to $500; 14-million of them | 
none at all 

Gad, figures are tiresome! And t 
the Devil can quote the Scriptures for h 
wn purpose, so can economists trot o 
tatistics to prove point. The Labor Re 





yurse, a naked appeal for a cut in pe 


onal income taxes; to demolish the ide 

that people already have money to pen 
especially on autos and appliances. B 

t always healthy to look facts in the 

face. If the facts are unpleasant, it is! 


going to do good to merely 
Plenty of people in tl 


country feel that the average famil) 


any ignore 


them. important 
need 
some relief from the tax load that is 


nam 


pering their ability to buy the things they 


want and need. It doesn’t look as though 
we are going to get such relief and maybe 
one of the reasons is that government of 
the President 
bemused by statistics on 


to us, 


ficials, from on down, are 
“savings.” 
that the 
that very 


people buy our goods out of savings. They 


It seems though, impor- 


tant point to remember is few 
buy them on the installment plan. And for 
the past year it is evident that people have 
whittling their 


debt and showing great reluctance to incur 


been down installment 
new obligations. Mort Farr discusses this 


problem at some length in his page up 


forward in this issue. 

If the Review’s claim that most people 
little Savings are 
fairly accurate, there is all the more reason 


should 


have very “spendable” 
merchandise credit. 


End 


actively 


we 
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Maybe we ought to let it go with just those bold, beautiful facts—but we’d like to quote a 
few quotes from a recent letter proprietor Hardy Rickbeil wrote us about Hamilton and 
his 52 year old appliance-furniture-hardware store. About profit: “... right at the top of 
our net profit list!’ About service: “Service calls ata minimum... customers enthusiastic 
and happy.” About selling: “Easy to sell with a floor-unit hooked up and ready to go... 
handy to deliver and install.”” About sales help: “... greatly appreciate sales help from 
factory and your distributor... famous brand name, backed by reputable factory... ready 
public acceptance.’’ That’s the Hamilton story, as told by Rickbeil’s of Worthington, Min- 
nesota. Makes fine reading, you bet. But doesn’t it also make sense for you? Sure it does. 





STRONGEST EXCLUSIVE LAUNDRY LINE GOING! 


AUTOMATIC WASHERS + AUTOMATIC CLOTHES DRYERS + HAMILTON MANUFACTURING COMPANY, TWO RIVERS, WISCONSIN 








We Expected Applause... 
but Were Getting An Ovation 


So...We’re Pouring In Even More Sales Ammunition 
To Help Make “Bushels of Sales” For You! 


Early public acceptance has been so great for the new Kelvinator 
K71H-11 refrigerator that we’re going to back it to the hilt. The 
smashing spread in LIFE magazine shown below 
powerful 


will climax a 
American families 
who need this giant, super-space, 9-bushel Kelvinator 


the that last, 


campaign to reach the millions of 


. blasting 


home here, at is the 


message refrigerator they've 


been wait ing for. 


We Have Done It Again-Here , 


Wrnic for the 12 million families why 
a Walls -\ have oulgrown their refrigerators 








~ 9Bushel 


Kelvinator 
“only $] $3 a week 


-even less with trade-in 


Thousands Of Kelvinator Dealers Are Offering The Biggest Value In Refrigerator Histery' 


seve shopping trips. weve om 
viding the best kind of meets 


wuted in mast other geratems 
«. here's s wonder w weeping 
we If you're putting up # 


a 
adequate refrigerator 


muurreers just hike the om 
4) het 


KELVINATOR ¢ Detroit 52, Meter 


¢ asiew. permit more wale 


In Appliances, Too... american MOTORS MEANS MORE FOR AMERICANS 





July 14 1 ue. He re’ 
it’ the 
refrigerators. It’s 


MILLIONS OF 
9-bushel 


“LIFE”? READERS 


Kelvinator 


pr spects to y store! 


red-hot 


Just as American Motors analyzed the real need for transportation 
in the automobile industry .. . and built Rambler to fit that need . . . 
Kelvinator analyzed the refrigerator need. And we found the public 
doesn't want a warmed-over small-space model. They want adequate 
storage capacity ... full door, including butter and cheese chests . . . 
a quality refrigerator at an inexpensive price. And Kelvinator has 
built the K71H-11 to fit that need! 


qhe Refrigerator Millions Want And ae 


— 
9 Bushels of 
frozen Food Space! 


lt ai 
bg 


' Be 

7 More Bushels of 

Refrigerated Space! 
Bis: ee 





2 Bonus Bushels of 
Unretrigerated Space! 


Compare this list of contents with what your old refrigerator holds! 


fe The Feeees 











3 a powerful sales story 
millions of families who have 
i story that’s 


idvertisement the \ll it takes is good old-fashioned selling. Don’t 


directed miss out. The mammoth, multi-million market is 
there. You have the right product at the right price. 
Get behind this new Kelvinator K71H-11 for all it’s 
Sell, sell, sell .. 


reap ‘*Bushels of Sales.’’ 


outgrown their 


going to bring good 


worth. . and watch how fast you 


AMERICAN MOTORS 
MEANS MORE 


Only What's Best For Our Dealers Ils Good For Ke wnator Se 


Division of American Motors Corp., Detroit 32, Mich. 


FOR AMERICANS 





